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Penalty of Thrift 


Let's start off with the 
assumption that everybody wants to maintain the 
present standards of living and even better them. 
Well, we are certainly making a sorry mess of a situa- 
tion that could be corrected by collective right think- 
ing. We are all in the process of pruning our wants 
and some of us are practicing extreme thrift when 
there is no change in our personal incomes and we 
can actually get more for the money by spending now. 

A year ago, business was going on at a rate of 11 
per cent above normal production capacity. Here we 
have a situation 19 per cent below. People still need 
things and, in the process of denying themselves such 
things, make the situation worse instead of better. 
Saving at such a time can be almost a crime. As 
William Trufant Foster says: “Let’s not waste the 
substance of this country in riotous saving.” 

The present situation is entirely a consumption prob- 
iem. You cannot have increased production, increased 
stock in stores, increased distribution unless you begin 
to increase consumption, for consumption regulates 
production. Every sale of shoes is in itself an im- 
petus to the correction of the situation we are in. 

Mr. Foster made the remark this week that “if 
people during the month of October were to spend 
five dollars more on the average than they have been 
spending in the month of September, this depression 
would be wiped out on/Nov. 1.” If the public continues 
to think thrift is the only virtue and tries to save 
five dollars more on the average during the month of 
October, why the situation that we are now in would 
seem like a rosy paradise in comparison to the depths 
that would be made by such skimping. 

Mr. Foster says: “Money must go back into circula- 
tion to finance consumption, to produce a_ higher 
standard of living.’ The glow of righteous satisfac- 
tion which many have felt in their recent savings 


should be replaced by the knowledge that thrift, under 
certain conditions, is very wasteful. 

Here we are—millions of human beings willing to 
work, capable of producing goods and service—but no 
work to do. It is a severe indictment against an 
economic system that is built on the premise that every 
action must be followed by a reaction. We are seeing 
that theory of physics demonstrated, now. 


The consumer for the first 
time controls the economic situation. Business cannot 
possibly revive until we get increased spending by 
consumers. Nothing can stop the decline in raw ma- 
terial prices except finished-goods buying by the 
ultimate user. 

We in the shoe Hehe also—can help. 
Here comes a real suggestion from Henry Hagen. He 
writes: 

“Lying here in bed taking a forced vacation, I find 
plenty of time for thinking periods, and I am going 
to suggest to you that you write one of your ringing 
editorials advocating an early week in October, for 
every shoe manufacturer and retailer and leather men 
and their employees, as also the wives and daughters 
of shoe and leather men, in that appointed week, to 
purchase for their individual use at least one pair of 
shoes.” 

Henry is absolutely right—the place to begin is 
right at home, within the industry itself. A real 
lift in consumption right now will give momentum to 
a movement that might readily grow into a very satis- 


factory winter business. 


MlLE i dllirass 


Editor 








Change Everything Often 


Three Things Only Can Be Considered Permanent 


in a Shoe Store—Service, Courtesy and Value 


By H. P. BLUESTEIN 


Vice-President Bluestein Bros., Boston 


Orne reason why so many 
shoe stores are just marking time at present in their 
sales is because they are so conservative in their 
methods of presenting their goods to the public. Shoe 
buyers are continually searching for new styles, yet 
their carefully-bought 1930 fall styles are being shown 
to the public in windows smacking of 1920, with 
fixtures of 1925. A smart shoe immediately loses its 
effectiveness in such surroundings. 

Store fronts and interiors should be constantly 
changed. The only things which should be considered 
permanent in a store are Service, Courtesy and Value. 

It used to be customary for a concern to lease a store 
for ten years or longer. During the life of that lease 
the front was never changed, neither were the window 
fixtures or backgrounds. Window fixtures were pur- 
chased on the average of once in four years. The 
average store outlived its usefulness in five years, but 
was seldom changed in ten years. 

Happily for the shoe trade, a goodly number of 
proprietors are alive to the importance of seasonable 
and good-looking subject windows. Now store fronts 


34 


LAW OF CHANGE 


Fresh backgrounds every two 


weeks. 

Rearrange shoes at least twice a 
week, 

Plan your windows six months in 
advance. 

Work out the details a month in 
advance. 

Make your windows seasonable, 
with backgrounds and settings 


that suggest the occasion and cos- 
tume for which shoes are intended. 


are built to be changed every five years, while two 
years is the life of a set of fixtures. Interiors are 
being changed constantly. Window backgrounds are 
changed every two weeks, while the shoes in the win- 
dow are changed twice a week. 

Displays, both windows and interiors, should come 
under the advertising appropriation, just as newspaper 
advertising does. For stores that are in 100 per- 
cent locations, if $300 is spent on newspaper advertis- 
ing and it rains the day the ad runs, the direct returns 
are apt to be poor. Should half that amount be spent 
with newspapers, and half on the windows, the latter 
will pull over a two weeks’ period, unless the store is 
in a jungle. 

It is well known that nothing will bring better 
results than well-trimmed windows, but money must 
be intelligently spent. 

Permanent backgrounds are not very practical in 
a store which appeals to the style element. The same- 
ness or dullness is almost sure to be manifest, un- 
beknown to those in charge. It is quite important 
that signs should match the color scheme. If a store 
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SUGGEST THE USE 


Backgrounds are everything in 
window displays. 


Seasonable windows with scenic 
effects have a stronger selling 
appeal than just shoes. 


Let the eye see the use of the 
footwear, thereby visualizing its 
desirability. 


Avoid displays that are cold, stiff 
and abstract; trims softened with 
fabrics have a harmonizing appeal. 
Women’s footwear calls for pretty 
and dainty settings. 


is spending $100 to $150 for a window background, 
it is well to invest another five or ten dollars for the 
right price or descriptive cards. 


| = the story of 
the man who had a $150 suit of clothes. The first 


week it was a beautiful suit; the second week, just a 
good one, but after the third week it was regarded as 


just a suit of clothes. If this man had acquired three 
$50 suits, he would have established a reputation of 
being a well-dressed man. The same thing holds true 
in backgrounds. Putting a thousand dollars in a 
permanent background may create a sensation for a 
while, but soon loses its effectiveness. Seasonable 
trims will cause the trade to consider that their needs 
have been thought out. That, at least, is our view- 


point. 
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After filling up two basements in seven years with 
store-used backgrounds, the conclusion was reached 
that it does not pay to save them for repetition pur- 
poses. What is in style in backgrounds this year will 
be changed next year. There is a distinct trend in 
backgrounds and trims, just as in shoe styles. A buyer 
wouldn’t think of repeating styles, so why should the 
management think he is saving money by repeating 
backgrounds ? 

All of our used backgrounds are sold to merchants 
in similar communities. These merchants get live sub- 
jects, at a small cost, while we get a fair salvage when 
the subjects are fresh. Photos are always taken of 
windows for comparison purposes. Windows of five 
years ago compare with today’s ideas, just as shoe 
styles of that period compare with the current trend. 

Backgrounds are everything in window trimming. 

[TURN TO PAGE 68, PLEASE] 


THEN AND NOW 


It used to be customary for a 
concern to lease a store for ten 
years or longer. During the life of 
that lease the front was never 
changed. 


Window fixtures were purchased 
on the average of once in four 
years. 


Now store fronts are built to be 
changed every five years, while 
two years is the life of a set of 
fixtures. 





Even in Times of Stress when Economy 
Comes First, Your Sales Appeal Must 
Also Emphasize Style, Fit and Service 


At the top, a moderately conserva- 
tive pattern with medium toe, black 
or brown calf. 


In the middle, the moccasin style 
blucher with Scotch grain vamp and 
quarter that promises to be popular 
in lower price grades. 


At the bottom, plenty of pep in this 
combination of smooth black or tan 
calf with Scotch grain trim. 


_ ee with last year’s 
records, 1930 hasn’t been anything to shout about in 
the automobile industry. There has been quite a 
decided falling off in motor sales and production. It 
is interesting to observe just where the slump has 
been most acute. One thing is evident; it hasn’t been 
on Fords or Chevrolets. Ask your local agent for 
either of these popular low priced cars how business 
is with him. We’ll wager that in most cases he’ll tell 
you he’s practically even up with last year, if he isn’t 
actually beating the big business he did in the boom 
year. 

Apparently the thing that has happened in the motor 
industry has amounted to a search for the most for the 
money on the part of a vast number of consumer 
buyers. Thousands of prospective purchasers, unable 
or unwilling to forego their purchases entirely, have 
decided to get on, for the time being at least, with a 
lower priced car, than they might otherwise have 
bought. There has been a scaling down all along the 
line, with the result that the Ford and Chevrolet dealer 
and some of the others down at the lower end of the 
price line, have found business dropping into their 
hats by sheer force of gravity. Enough people have 
bought Fords and Chevrolets, who would ordinarily 
have bought higher priced cars, to compensate for 
the normal Ford and Chevrolet prospects who haven’t 
been in a position this year to buy at all. 




















Now what has all this to do with selling shoes, 
particularly men’s shoes? Isn’t there a certain analogy 
between the men’s shoe store specializing in the popu- 
lar five and’ six dollar grades and the automobile 
dealer selling a popular priced car? Isn’t it logical to 
expect that the same sort of thing that has happened in 
automobiles should happen in men’s shoes? Or, if it 
hasn't happened, why hasn't it? In times of stress 
price plays a relatively bigger part in merchandising 
than in times of prosperity. It is natural to expect 
that a very considerable volume of business will just 
naturally gravitate to the merchant who is playing a 
price game. 


Pictinithennting the logic of 
the situation, it doesn’t appear that the great majority 
of men’s shoe stores who are selling shoes on a price 
basis are having particularly smooth sailing in this 
price era. Apparently they are not prospering very 
much more than the merchants featuring middle and 
finer grades. Is it possible that men are not economiz- 
ing on shoes as they are on other things, automobiles 
for example? We wish it were true, but for some 
sad reason shoes are the first thing most men think 
about when they set out to save money. Are they 
then economizing on shoes to such a marked extent 
that they are not buying new ones at all, but are 


BooT AND SHOE RECORDER 
combining THe SHop Reral.er, Sept. 27, 1930 




















making the old pairs do double service by having them 
resoled or repaired? We suspect that if figures were 
available the number of men who have been doing that 
very thing through the spring and summer would be 


rather appalling. 


Adssuming that such is 


the case, what’s the reason? In a period when price 
is at a premium why isn’t the popular price men’s 
shoe store prospering as it never prospered before? 
Is the shoe merchant who is frankly selling price to 
blame for the situation? Has he failed to take ad- 
vantage of his big opportunity? In a measure, we 
believe, he has. He has failed to get over to the vast 
army of men who just now cannot or will not buy 
hetter grade shoes the story that he has style, value 
and service to sell at a price they can afford to pay. 
And consequently men who could have bought popu- 
lar price shoes have gone to the repair shop instead of 
to the shoe store. 

Let’s go back to the automobile business again and 
see what has been done to sell popular price cars that 
has not been done to sell popular price shoes. Study 
the advertising of Ford and Chevrolet in the past two 
years and you will be struck with the fact that style, 
value and service have heen stressed more than price. 
Experience taught Ford that style was essential even 
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Make the Last Quarter of 1930 Show a 
Big Increase in Men's Shoes Through 
Effective Displays and Advertising. 


Illustrated at the top, a wing tip 
pattern on medium toe last. 


Middle picture shows a shield tip, 
blucher with broad toe, a good sell- 
er in popular grades. 


At the bottom, plain tip blucher 
with creased vamp and medium toe. 


in low price cars. Even the strong combination of 
price and service were insufficient. Ford advertising 
today is built on the smartness plus the value that is 
built into Ford cars rather than on the price. 

Too many merchants operating popular price men’s 
shoe stores are trying to sell shoes on price alone. 
There is no reason why this should be so. They can 
offer style, value and service, for manufacturers of 
men’s popular price shoes have been alert to the 
necessity of these things and have supplied them in 
good measure. The shoes illustrated on these pages 
offer abundant evidence that there is no lack of them 
in today’s market and any number of other men’s 
shoes equally smart and appealing and equally cap- 
able of rendering good, honest service are available. 


Pari the chain stores 
have done the best job in selling the customer on 
the style and service that is available in popular priced 
shoes for men. Some of them have gone too far in 
representing low price shoes as equal in every respect 
to footwear of the finest quality. That isn’t necessary 
or desirable. Misrepresentation or exaggeration tends 
to defeat its purpose by destroying customer con- 
fidence. But independent retailers of men’s popular 
price footwear can very wel] afford to devote a lot of 

(TURN TO PAGE 70, PLEASE] 








It’s Stylish to Be 


A | erry Wilkins, the traveling 


man who had sold shoes to Bowman and Son for many 
years, folded his order slowly and pocketed it. 

“Your stock isn’t sick, is it?” he asked Charley 
Bowman facetiously. “It must be on a diet, judging 
from the small number of pairs you feed into it 
lately.” 

“No, it’s not sick, but you have the idea. We're 
dieting it to keep it in good shape. Nobody loves a 
fat stock. It’s stylish to be thin. Watch your calories, 
Jerry, watch you calories. 

“A small amount of properly selected food gener- 
ates more energy than a ton of careless fodder. A 
few pairs of just-what-we-need nourishes the business 
more than a big order bought catch-as-catch can—er— 
to please the salesman. Turnover is what makes stocks 
slim—and stylish.” 

“You’re always talking turnover,’ Jerry snorted. 
“Say, what’s turnover! You can’t eat turnover! You 
can’t wear turnover! You can’t ring turnover up on 
the cash register! Your customers don’t give a hang 
about turnover!” 

“Ah, ha, my deluded friend, you’re not only wrong, 
but outrageously wrong!” Charley shot back. “Turn- 
over is the very thing customers like. It’s the very 
thing that rings the cash register, and I’ll show you 
exactly why, In fact I'll tell you some startling news 
about turnover that you never heard before. 

“To begin with let’s take a store selling 9000 pairs 
of shoes a year. If its average stock on hand is 6000 
pairs it makes a 1% time turnover. The question is: 
What would happen if that store should lower its stock 
to 3000 pairs and continue to sell 9000, making a 3 
time turnover?” 

“It can’t be done,” Jerry interrupted. “Cutting the 
stock in half would reduce thé sales. Small stocks are 
so much harder to sell from.” 


By MURRAY C. FRENCH 
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Above: A table showing the relation between turnover, average 
age of stock, and mark downs. 


The average age of any stock, in months, is found by dividing 
the yearly rate of turnover into 12, 


Mark downs, while not the same for all lines of merchandise, 
vary directly with the age of the stock. It just happens in this case 
that the mark downs are the same figures as the age of the stock. 
But if the 4 month old stock had 6 per cent mark downs the 8 
month stock would have. 12 per cent, etc, 


“Not so fast, Jerry! Answer me this: Which is 
easier to sell from, a large-old stock or a fresh small 
stock ?” 

Jerry though a minute and said: “A fresh small 
stock, of course.” 

“Right you are. Salability depends on freshness, 
not on quantity. And now I'll prove that all large 
stocks are old stocks and all small stocks are fresh. 
You understand of course that when I say a large 
or small stock, I mean large or small in proportion 
to sales.” 

“But how’s a fellow going to tell the age of a 
stock?” Jerry asked. 


66 
There are lots of hard 


ways, but here’s an easy one—which every merchant 
should remember: 

“The average age of any stock, in months, may be 
found by dividing the yearly rate of turnover into 12. 

“That applies to shoes, lumber, bottles or any other 
line. A stock that turns three times per year has an 
average age of four months. At times during the year 
it will be fresher, at other times older, but in the long 
run four months will be its correct average age. 
However, if it turns only 114 times it is eight months 
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old. See? The figure 12, divided by 1%, the turn- 
over, equals 8, the age of the stock in months. 
“It’s a rule you can’t get away from. The larger 
the stock, in proportion to sales, the older it’s bound to 
be. The small stock, in proportion to sales, has a high 


turnover and is consequently a fresh stock. 


"That's why I say the 


customer cares about turnover. She would much 
rather see six shoes that are fresh than twelve that are 
twice as old. She buys more quickly and comes back 
more certainly where she sees only new merchandise. 


“The slow turnover store is in a bad fix. Its stock 


is older, as I have shown. Now, every time a cus- 


tomer comes in the salesman must either show her old 
stock, or not show it—one of the two. If he shows it, 
even if she buys something, she gets a sour impres- 
sion of the institution. If he doesn’t show it he’ll 
never sell any of it. It soon becomes worthless. 


Either way is bad. 


elow: A store making $2,640 profit with a 1¥% time turnover 
(A) would make $7,700 with a 3 time turnover (B). 

9,000 pairs of $10 shoes would bring $82,800 in case “A” but 
this would be increased to $86,400 if the turnover is speeded up to 
3 times. .The reason is that faster turnover results in less mark 
downs, as shown in Figure. 1. 

Reduced expenses would make a saving of $1,460. Adding to 
this the difference of $3,600 in sales would make a total extra 
profit of $5,060, all on account of increased turnover. 


Keeping Your Shoe Stock 


on a Diet Makes It STYLISH, 
SALABLE and PROFITABLE 


“Yes, sir, Jerry, the customer cares about turnover 
although she may never have heard the word.” 

Jerry gave his head an assenting nod. “I'll admit,” 
he said, “that I couldn’t sell many shoes on the road 
if 1 had nothing but last year’s samples. 
‘em hot off the griddle now.” 

“And I know without asking,” 
“that everywhere you go the high turnover stores are 
the high profit stores. I’ve a notion to let you into the 
He hunted around 


They want 


Charley continued, 


secret of exactly why this is so.” 
for another piece of scratch paper. 
“Let’s suppose, for easy figuring,” he began, “this 
store I spoke of pays $6 a pair for the 9000 pairs it 
sells and prices them at $10. What would be its total 
sales for the year 2” 
“$00,000 of course. 


tion.”’ 


That’s a kindergarten ques- 


66 
N o, it’s not, but it 


drew a kindergarten answer. You're forgetting all 
about the depreciation. No escaping that, you know.” 

“That’s right,” Jerry admitted. “H’m, wonder how 
much that would be.” 

“That also depends on the turnover,” Charley 
answered, shaping a finger at his friend. “Listen, 
Jerry, All style merchandise depreciates with, and 
on account of, age. Therefore the slower the turn- 

(TURN TO PAGE 72, PLEASE] 
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~an 
$4,800 5.8% 
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5,000 6. 
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3,160 3.6 
825 1. 
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5, 400 
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Rent ($400 mo.)... 
Selling Salaries.. 
Other Salaries....| 
Advertiaing....... 
Ingurance & Taxes. 
Interest 
Supplie@s........0. 
Wrapping & Del.... 
Miscellaneous..... 


“When you double the turn- 
over you triple the profit!” 
There’s a motto to hang on 
the door knob. 
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Comparisons Continue 


HAT is this new form of advertising, wherein 

certain stores try to prove to a credulous public 
that shoes at $6 are certified to be worth $10? Let’s 
carry the same method of guarantee certification to its 
absurd conclusion. 

A well-fitted shoe, at whatever its price, is worth 
$10,00 a pair if it gives comfort and style satisfaction 
to someone who has had neither before. There is a 
very big difference between ingredient prices and 
intrinsic worth and value. 

Price should never be a debatable subject between 
different types of stores rendering different types of 
service. There is no end to the acrimonious form of 
advertising wherein one store says: “We give you the 
same shoe at half the price.” This public of ours is 
not absolutely foolish. It understands the relation- 
ship of price to a product. It may enjoy with a 
chuckle, the fight of a group of stores against another 
group but in the long pull, it goes to the store where 
it gets the values it wants. Every customer wants the 
most for the money and that most is not represented 
by ingredient costs. 

One store’s opinion is its price opinion only for 
there is no masterly superiority of buying ability 
given to one store alone so that its commodities and 
its service can in truth show a span of real worth 

represented by a price half the real price. 


ly, ie, Me 


Watch Color Trend 


ONSIDERABLE number of comments on an 
editorial “Study People’s Wants” have come to 
. hand. We reiterate—the man customer knows what 
he wants and the woman customer certainly knows 


what she wants. Today she knows her apparel and 
her shoes. 

When women rush into black as a major item of 
dress, there is a sympathetic style movement that leads 
many men into darker colors, if for no other reason 
than the fact that men and women are comrades today 
and are twins in taste. We are seeing a great move- 
ment toward black and though the shoe trade may not 
like it—there it is. But let’s not get the idea that 
black. is economical. Women will tell you that black 
is really expensive. It is not a universal dress. It is 
really a difficult apparel to wear—to show personality. 
But watch the coats that will be worn this fall and 
winter. The coat was never considered an influence 
on footwear but last season was a great black coat 
year. 

Study carefully the style reports that appear in the 
RECORDER and study twice as carefully the local styles 
reports that you can get by telephoning garment 
houses in your own town as to future purchases. 
There are a dozen sources of style information at your 
command in your own community. You can check 
and balance the various opinions and then prove to 
yourself, conclusively, the major trend of color in your 
community. 

Color is the most important of all. Begin to watch 
for a change from black. It is likely to develop in the 
next few months. 


aa t 


A Sports Winter 


HIS great American public of ours is outdoor 
conscious to an extent that makes it evident that 
from now on sport shoes will play a year-round game. 
The sport goods houses have token already of the 
greatest football season in the history of the game. 
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As far as football shoes are concerned, that division is 
practically out of the shoe store as a sales article. 

Specialty houses have demonstrated that they can 
sell over the counter, or with hasty fitting, these types 
of shoes. The only reason why they are able to sell 
them is because shoe men, as a class, are so selfish that 
they would not for a moment designate some one 
merchant in town as a sport shoe man and recommend 
to all customers to go there for such specialties. 

One of the greatest marathon runners of all time 
was made proficient by a shoe man who refitted his 
foot to a shoe (bought elsewhere) that made him pro- 
ficient. Previous to that fitting, the man finished well 
down the line in every race. 

If we are indeed stepping into a period where there 
will be more sales and equipment for indoor athletics 
and gymnasium practice, it is time for shoe men to 
realize that there is a specialty business, running into 
many millions of pairs. 

When one sporting goods house alone, outfits sixty 
thousands boys and young men in everything from 
uniforms to footwear, it is an index of a slice of busi- 
ness which might interest some one shoe man in some 
one town to go after. 


4 te 
When Is a Chain ? 


F left to the Federal Trade Commission, we are 

likely to have a definition established for all future 
merchandising time that 
may prove an uncomfort- 
able instrument for retail 
measurement. It is rumored 
that the Commission will 
designate a “chain” as any 
group of two or more 
stores operated by the same 
individual or concern. If 


business? 


ness is bad. 


—What do you mean by that? 


Ask Me Another 


—Does the automobile hurt the shoe 


—Only when the automobile busi- 


two stores constitute a chain then chain growth in 
the past ten years exceeds all records—then, indeed, 
retailing as such belongs to the chains. 

Let’s have the definitions fought out in the open 
forum of association meetings, in print and in argu- 
ment. We submit a breakdown of stores from our 
own Shoe & Leather Lexicon which might well be 
used as a preliminary measuring stick. Here it is: 


INDEPENDENT STORE—A store owned, oper- 
ated and merchandised independently by a merchant 
who ventures in his own behalf. 

ASSOCIATED INDEPENDENT—A store owned, 
operated and largely merchandised independently, but 
which may be associated with other independent stores 
in the ownership of a cooperative merchandising organ- 
ization. i 

OWNERSHIP GROUP—Two or more stores 
owned and administered by one interest but operated 
and largely merchandised separately. (The ownership 
group is often classed erroneously as a chain.) 

BRANCH SYSTEM—A parent store with one or 
more smaller branches within a trading area, and mer- 
chandised from the parent store. (May be indepen- 
dent, or an associated independent, or a member of an 
ownership group.) 

STORE CHAIN—A group of stores, owned, oper- 
ated and merchandised centrally. (National chain—of 
national interest; local chain—of local interest.) 

MANUFACTURER’S CHAIN—Owned and oper- 
ated by a manufacturer and used as an outlet for all or 
part of his production. It may also distribute commod- 
ities not of its own manufacture. 

COMMISSARY STORE—A store owned and oper- 
ated by an industrial plant, whose main object is not 
for profit, but for service and economy to its employees. 


We know chains are here for good—in both senses 
of the word. They serve, 
and serve well. They don’t, 
however, need to be bol- 
stered up numerically by an 
arbitrary classification “two 
and more stores.’ Let’s 
draw the lines before the 
new rules are set down in 
price selling. 








of our greatest industries, em- 
ploying hundreds of thousands of 
people. The steel business, also 
employing myriads of workers, 
is largely dependent on the auto- 
mobile industry, and so on ad in- 
finitum. Unemployment injures 
purchasing power and thereby 
hurts the shoe business. When 
the automobile business im- 
proves, the steel business and the 
shoe business likewise improve. 


Fix 6 yi 


President. 


—The automobile business is one | 
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Reptiles 
and 


Things 


Photos, by New York 
Zoological Society 
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Above: Back and belly of the India 
lizard, of which many are imported 
through Calcutta. The belly has 
an even diamond shaped pattern 
very nearly uniform in color. 


Left: Lizards of the Galapagos 
Iguana family, whose skins show 
light bands. 


Ninth of a Series of Educational Articles on All Leathers 


BR eptite leathers used for 
the entire uppers or for the trim of women’s shoes, 
for bags, belts and other accessories—and men’s shoes 
too in the case of alligator—owe their popularity to 
the fact that their natural markings are attractive, that 
they are strong and durable and that as compared with 
the standard large volume leathers they are novel. 
These leathers promise to be important for an in- 
definite period in this country. 

Alligator, India and Java lizards, watersnakes, 

python, cobra and boa are the principal reptiles whose 
skins are now used for this type of leather produc- 
tion but from time to time the skins of other snakes 
and lizards will doubt- 
less become available. 
These skins originate 
in jungle regions all 
over the world, but 
most particularly in 
the Far East. Calcutta 
has become the center 
of the reptile skin in- 
dustry, with Singa- 
pore, Bombay and 
Java ports not far be- 
hind in importance. 


Reptiles are hunted entirely for their skins—unlike 
most other creatures whose overcoats are used for 
leather production which are raised for milk or wool 
supply or killed primarily for meat. Hunting reptiles 
is a dangerous business and one fraught with diffi- 
culties. In India, for instance, the taking of life of 
any sort is discouraged by religious taboos and reptiles 
are venerated as holy things. 

Between 700 and 750 thousand skins are used an- 
nually for alligator leather, which is probably the best 
known and most widely used of any of reptile origin, 
and it has been tanned successfully for a longer period 
than have most of the snakes and lizards. 

Most of our do- 
mestic supply of alli- 
gator skins comes 
from the keys off 
Florida, in the swamps 
and lagoons along the 


Belly skins of alligators, 
hunted particularly in the 
American tropics. Combina- 
tion tanned, make tough, 
durable leather for men’s 
and women’s shoes. 
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The Karung—Watersnake—is harmless and its skin makes a smooth, firm 
leather which is perhaps the most popular of all snake leathers for use in 


women’s shoes and handbags. 


Gulf of Mexico, in Cuba and along fresh water rivers 
in Central America. Though there has always been an 
interest in the so-called alligator farms, it wouldn't 
pay to operate such a farm for it takes 10-15 years 
to mature these animals. In tropical countries they 
grow from a length of about 18 inches at birth, at the 
rate of one-half inch per day until they are five feet 
long. After that they only grow about one-third of an 
inch per month till eight feet ‘long, when their rate of 
growth slows to a quarter of an inch a month, which 
they maintain for many years. 


| F is easiest to kill larger 


alligators by shooting, in which case hunters in the 
swamps of the South pick a night location, get spot 
lights ready to dazzle the alligators and wait. Often 
the ’gators gather by the hundred. The hunters shoot 
the large ones and bag the smaller ones with the aid 
of clubs. The size of the saurians may be from 
14 feet long down to three feet. 

Conditions in some parts of the world are 
such that hunters are compelled to go back to 
the primitive forms of hunting by means of 
harpoons, and when a harpoon has been thrown 
into an animal that is 10 to 14 feet long, it is. 
a serious business to subdue and kill the ’gator. 
This operation usually takes about four or five 
men. After being tossed up on dry land the 
alligators are skinned. If intended for shoe 
leather the back is slit open so the valuable 
belly portion of the skin need not be mutilated. 

The skins are preserved with salt until they 
reach a tannery where they are softened, tanned 
by a special combination process, dyed, glossed 
with the smooth surface of a piece of agate and 
trimmed for shipment. 

Lizards are prolific animals, killing rats that 
infest the fields and earning the same affection 
as that which is shown the household cat in 
this country. For that reason, in Java, where 
one important type of lizard skin is obtained, 
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killing is on an organized basis by which only 
a certain number are taken for their skins. 
They are killed by being picked up by the tail 
and knocked on the head. India is the other 
principal source of lizard skins. 

Lizard skins, like snake skins, are taken off, 
salted and packed in cases for shipment off 
to a native tannery or to a port on the sea- 
coast where they are more thoroughly treated 
—washed, salted and repacked for transit to 
the tannery in this country. The native 
tanned skins, arriving here, are retanned and 
finished before being sold as leather. Some- 
times these leathers, lizards in particular, show 
“streaks” that are apparently off color. These are 
often found at the folds of the skins as they were 
packed by native shippers and have nothing to do with 
the quality of the leather. 


4 


The cobra is perhaps the 
deadliest snake known—giving no warning before it 
strikes, yet possessed of a venom that means almost 
instant death even to large animals. It is a gorgeously 
marked snake, however, and ordinarily small in size. 
Its skin gives a leather that is distinctive in appearance. 

The pythons and boas are related snakes of the 
Anaconda type—huge ones up to thirty feet long— 
that kill their victim by coiling about him and not by 
poisoning him with venom. A trick for the capture 
of these snakes has been worked out on the basis of 
their weakness for fresh goat meat. After placing 

[TURN TO PAGE 70, PLEASE] 
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The python (left center) with grain pattern below and the boa (right 
center) with grain pattern above are among the largest of the snakes. 
Black spots in a haces field mark the boa; white spots in a black field 


mark the python. 








or 
Dus” has become the new 
“Mine and Thine” represented the yard 


standard. 
stick of old time business relationship, with the thumb 
covering an inch at the “Thine” end. 

There is no fight between the independent merchant 


and the named shoe. No man is born into the world 
as an independent individual. He is part of a family, 
that family part of a community, that community part 
of the State, that State part of the nation, and the 
nation part of the world. That is as far as we can 
go with our present understanding. 

The analogy in shoes is that no shoe man is inde- 
pendent of his industries. A retail shoe merchant is 
in a measure a compound creature in that he is repre- 
senting the collective efforts of the herdsman, packer, 
tanner, manufacturer, banker, transportation, other 
merchants and the public. Both the producers’ and 
the retail distributors’ interests are so identical that 
the success of one is dependent on the others, with 
the entire picture focused on one feature, the ultimate 
sale. Business men who expect to continue in business 
known this is the foundation upon which successful 
business can be built. 

It is inevitable that a manfacturer’s goods must re- 








Today’s Partnership in 


A Maker's Name Plus a Merchant's Service Form 
Combination Hard to Beat, Many Retailers Find 


By HARRY R. TERHUNE 


Field Editor, BOAT AND SHOE RECORDER 










flect and in a measure express the human being re- 
sponsible for them. Shoes, like paintings and archi- 
tecture, reflect the individuality of their creators. 
How a skilled buyer can instantly identify a shoe by its 


earmarks! No man who realizes this truth will offer 
inferior goods or wretched service. He gives the best 
he has to his customers for they invariably couple his 
name with the commodity. 

Two lines of shoes, each identical in style, fitting 
and shoe value will not. have the same retail sales 
appeal in the average store if one is branded and the 
other unbranded. 

Some stores are not “average.” Certain retail estab- 
lishments of strong virile management positively re- 
fuse to have any other name, save their own men- 
tioned in connection with the merchandise they sell. 
The firms taking this stand are in a distinct minority 
as to number but are nevertheless an important factor 
in the industry. 


E. each single house of 
the “Geuting” type, there are hundreds of others who 
practically concentrate on named merchandise. Geut- 
ing’s place in the business world like that ot scores 
of others pursuing a similar policy in this regard, is 
unquestioned. This sentence in a current full page 
institutional advertising headed, ‘We have kept faith 
with our public,” etc., is noteworthy in that it precisely 
illustrates the policy of the house: “. . . Neither have 
Geuting’s changed from their tried and true manufac- 
turers for the sake of lower prices.” 

A New England shoe merchant felt that his prestige 
in his community was sufficiently well established to 
permit his carrying unbranded shoes. He was a 
“joiner,” belonging to the town social, fraternal and 
civic clubs. Not only did he belong but he took an 
active part in their doings. At practically all gather- 
ings of such nature wherein the men of his city met 
for business, fun or social activities, this shoe man 
was sure to be in-the midst of things. The liking for 
outside activities was not allowed to interfere with his , 


store duties. Even though he sold good shoes, gave 
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first rate service, and a wide personal acquaintance- 
ship his men’s trade steadily fell off after he confined 
himself to shoes sold under his own name. 


L. suddenly dawned on this 


man that the name of “Ashton” over the door was not 
enough. The needed business stimulant came after 
all unbranded shoes were closed out and two named 
lines were added. The names of “Packard” and 
“Florsheim,” when linked with what “Ashton” had 
been meaning to sell men for twenty years, proved to 
be the right copartnership. 

‘Even with conditions as they have been this year 
in comparison with last year, George Ashton is selling 
more men’s shoes. It was the realization that he was 
in business to sell what the customer wanted, not what 
he wanted to sell, that pulled his men’s side out of the 
doldrums. 

“Ours,” is a pretty hard combination to beat, as this 
typical case proves, especially when “ours” is an in- 
telligent joining together, with each one realizing the 
dependence of the other. “Ours” is the handiwork of 
the thinking mind that goes back to fundamentals— 
the proverb of the bundle of sticks and all that. The 
consumer today is a chooser. For the most part con- 
sumers choose to buy branded merchandise. It is not 
in keeping with the present day trading tendencies to 
do any great amount of searching. When it becomes 
fully ingrained in the consciousness of a merchant 
that he should be directed solely by the existing needs 
of his consuming community, the situation will be 
greatly clarified. 


L. talking with Jesse Thompson 
this slant was gained. Of all the unknown factors 
in marketing, the lack of detailed knowledge of the 
It is the customer who is 


consumer is most serious. 
a consistent user of dependable known brands of 
shoes regularly purchased that gives business its 
stability. A certain amount of “flash” goods is neces- 
sary, but they only represent the froth of the business. 

Physical differences between stores may be slight, 
but it is surprising what results come when the appeal 
is augmented with some well known name. 

To jump from Salt Lake City back to Massachu- 
setts again. This time to quote from an experience 
of a small town shoe man, Harry Hyland, of Andover 
“Advertised brands of dependable merchandise when 
carried in stock are business life savers from the small 
store owner. Handling known lines means much, for 
there is never a question raised as to the quality of 
the goods. It also means that confidence in the store 
is strengthened through having only such merchandise 
as a friend would conscientiously recommend to an- 
other friend.” 


Boor ann SHoet RecorDER 
combining THE SHOP RETAILER, Sept. 27, 1930 








SONG OF THE SHOES 


Trade Names of 25 years ago set to verse by 
George W. Brown in 1905 


An “American Lady” we will call little Miss Todd, 

Was asked by “None Better,” how shall we be shod? 
So, out of the “White House,” “Waukenphast,” 

Her feet in the “Blue Ribbon” she quickly passed ; 
Over “Bunker Hill” she fled away, 

To the “Douglas” wood and there did pray. 


O! “Star of the West,” pray tell me true, 
The name of a “Capitol,” “Honest” shoe; 
Our “Special Service” it must be, 
A sort of “Jewel” in quality; 
She prayed full well, this pretty miss, 
For style was to her as religious bliss. 


Her thoughts—of shoes of many lands, 
Of many kinds, of many brands, 

Took form and voices—filled the air, 
Answering her perplexed prayer; 

Forms of the “Patriot,” of the present time, 
One by one they passed in line. 


“Tecumseh,” brave, though “Biltmore” bold, 
Came from the “Overland,” the “Bion” fold; 
Sang of “Gorilla,” of “Clover Brand,” 
Of “Star-5-Star,” took a “Regal” stand. 
While “King Walker” said, without hesitation, 
“Waukerz” finds “Foot-ease” in Caunt’s Catchy Crea- 
tions.” 
“King Philip” passed along the street, 
A “Strutter” to the “Ball Band” beat, 
Singing “Ione,” “Hanan,” “Sorosis,’ see? 
I’m in the “Hy-Klass,” “Queen Quality,” 
“Honorbilt” ladies wear the “Unsurpassed,” 
They stand “Hardware,” to these “Kling Fast.” 


Then was heard “White Star,” very plain, 
With “Red Cross” joining, might and main; 

O, the “Little Red School House,” tried and true, 
And “Ye Olde Tyme Comfort Shoe,” 

“None But the Best” in these are dressed, 


They give “Wear-Well Comfort,” too. 


And the “Hemlock” in “Keith Konqueror” way, 

Looked down on the “Empress” fair that day, 
And said: “Well, on a winter's night, 

We just “Reed” and put on your “Anthracite,” 
In Summer, here, at our country seat, 

‘We find “Asbestos” keeps out the heat. 


And “The Western Made,” “Well Made,” too, is she, 
Sung the “Golden Rule,” “Very Best” for me; 
“Up-Round” the “Top Notch” “Spartan” ground, 
A “Little Giant’? now is found; 
If you'd be “Ultra,” “Eclipse,” swell, 
Just try a “Big-Four” “Fits-The-Foot” well. 
And “The Twins” and the “Babekin” they too did choose; 
They cried “Bonita” “Fit-Well-Baby Shoes,” 
And young “Buster Brown” and the “Scrapper” “Black 
Cat,” 
You see Tige, the dog, just wasn’t in that, 
4 J 
Sung, thus save your money, your time, and such loss, 


Thus make your baby a sweet “Johnnie Gross.” 
[TURN TO PAGE 74, PLEASE] 
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An ldea For A Very 
Unusual Sale Ad 


Here’s an idea for a very unusual 
sale ad that you can tuck away for 
future use. We've seen it used two 
or three times and it always gets 
attention because it is so different. 

Use an ad two or three columns 
wide and 10 or 12 inches deep. At 
the top have one line of big type, 
“AN UNUSUAL SHOE SALE,” 
or some similar caption. Away 
down in the center of the ad, in very 
smal] type, just about the size the 
paper uses for its news columns, 
have your sale offer in just as few 
words as possible, for instance, 
“MEN’S FALL OXFORDS $5,” 

At the bottom of the ad, just 
above your store name have a line 
or two of big display type reading, 
“THE PRICES ARE SO SMALL 
YOU CAN HARDLY SEE 
THEM!” The small type in the 
center of the ad, surrounded by so 
much white space will get more at- 
tention than big bold type. Every- 
one who sees the ad will look close- 
ly to read this small type. Take a 
sheet of paper and rough up such 
and ad now and see how “different” 
it looks. Some day when you have 
a good bargain to offer this will be 
just the thing to put it over. 

















A “Help Yourself” 
Style Shoe Store 


Reproduced here is the circular 
used to announce the opening of a 
one price, serve yourself Shoe Mar- 
ket opened recently in Wheaton, II1., 
a suburb of Chicago. 

You can’t read the small type in 
this miniature reproduction, so we're 
reprinting some of it below because 
it tells the entire story in a most 
interesting way that will make good 
reading for every shoe retailer who 
has ever considered this type of 
store. The circular reads: 

“We announce the opening of the 
only store of its kind in this district. 
Sort of a Piggley Wiggley way. 
Every Ladies’ Slipper in the house 
will be $3. Every Man’s Shoe or 
Oxford will be $3. Every Boy’s or 
Big Girl’s Shoe or Slipper will be 
$3. Every Child’s Slipper or Shoe 
will be $2. 

“These shoes will all be placed so 
that you may pick them out for 
yourself and take them up to the 
cash register and have them wrapped 
up. There will be plenty of comfort- 
able sitting space to try them on 
before making your purchase. Every 


. Sale must be strictly satisfactory and 


exchanges will be made willingly. 
“You will find that this store will 
furnish many shoes that are worth 
twice their selling price! You may 
ask us, “How can you do it?” That 
is what we wish to explain. It is 
really a SHOE MARKET where 
there are assembled shoes of all 
descriptions, bought from the big 
markets of the big cities; shoes that 
have been order made up by mer- 
chants who failed to meet their ob- 
ligations, and were therefore dumped 
onto the market to be sold for what 
they can bring, etc., etc.” 
Then follows some selling talk on 
convenience and ease of buying. 
There is an idea for every mer- 
chant in the postal permit number 
printed in the lower right hand corn- 
er of the circular, where an extra 
wide margin has been provided. 
This makes it possible to fold and 
mail without an envelope. 
+ 











Pictures of Sporting 
Events In Ads 


Some time ago a Chicago store 
that concentrates on men’s footwear 
used a picture of some current sports 
event at the head of each ad instead 
of shoe illustrations. Sometimes the 
copy advertising the shoes was tied 
up with the sports picture, and in 
other ads there was no tie-up. 

These ads attracted a lot of at- 
tention, and were certainly noticed 
by more men than would be at- 
tracted to an ordinary shoe ad. Any 
store that is willing to spend a little 
extra for the cuts of such illustra- 
tions could use the same plan. The 
local newspaper would probably be 
glad to supply the pictures because 
it assures them of some advertising. 

Tt seems to us that such ads would 
be even more effective in smaller 
towns than in a metropolitan city 
because everyone knows the local 
athletes and has a greater interest 
in their achievements. It’s worth 
trying with some pictures of local 
football games this fall. 


A Good Stunt For 


Football Season 


Here’s an idea that will give you 
more than your money’s worth in 
publicity. At the start of the local 
football season advertise that you 
are going to give the player who 
scores the most points for his team 
during the season his choice of any 
pair of shoes in the store. 

Feature this in your newspaper 
ads, and with a window on the day 
of the first game of the season, Then, 
on every Saturday during the sea- 
son put a big card in your window 
repeating the offer, and showing the 
points scored by each player up to 
date. 

If you come up to the last game of 
the year with several players still 
in the running you can have some 
handbills printed telling of your of- 
fer and showing the standing of the 
various players and distribute them 
to the crowds at the game. 
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IDEAS .. Worth Trevino 





Practical Suggestions You Can Use In Your Business 








Dear Madam :— 

When a good friend drops you 
without a word of explanation 
you wonder why. You wonder 
what’s happened or what you have 
done. 

You wonder if you have un- 
knowingly said something or done 
something to cause resentment. 
You wish that friend would come 
and talk things over so the diffi- 
culty could be adjusted. 

That’s just the way we feel 
about you! 

We've counted you as one of 
our good friends, and we’ve missed 
seeing you for a long time. Per- 
haps it is just because you have 
not needed shoes. But we have 
wondered if something is wrong. 
Were you properly served last 
time you were here? Did the 
shoes you purchased {give satis- 
faction? 

If you have any cause for dis- 
satisfaction why not come to us, 
just as you would to any friend 
and talk things over? We want 
to please you and you can be as- 
sured we'll try our best to do so. 

Very truly yours, 
YOUR NAME 











A Letter To Customers 
Who Don’t Come Back 


One of the problems of every store 
is the customer who quits trading in 
his accustomed place without ex- 
planation. Often there is no par- 
ticular reason. He or she may just 





have been attracted to some other 
store and formed the habit of trad- 
ing there. 

To let your customers stray away 
without trying to get them back is 
expensive, It means you have to 
get new customers to replace them. 
And there is always the chance that 
the customer who quits your store 
has some real or fancied grievance 
that will mean a lot of harmful ad- 
vertising for you. 

It’s a good policy to check over 
your list at the start of every new 
season and make some effort to get 
back the customers who have not 
been in your store during the last 
few months. Here’s a good letter 
for the purpose. It’s been used 
numerous times with good results. 
Frequently it brings in the customer 
who feels he has a grievance, and 
invariably it flatters the customer 
who has no grievance to know that 
you have missed him or her 


Free Parking! 


Several stores in towns where 
parking space is at a premium have 
found it very effective to mail out 
to all their customers tickets which 
are good for two or three hours free 
parking when countersigned by the 
store. With the tickets went a letter 
explaining that the store would be 
glad to countersign the ticket at time 
of next purchase. 








Salesmen’s Cards Add 
A Personal Touch 


Many stores provide each of their 
salesmen with little cards reading 
somewhat as follows: 

The salesman who served 
you was 

MR. R. JONES 
Should any question arise 
concerning the shoes you 
purchased he will be glad 
to adjust it. 

These cards are placed in the 
package when the shoes are wrapped, 
so the customer will find it later. 
If the customer was pleased with the 
way she was treated she will re- 
member the salesman’s name and 
ask for him next time she comes in 
the store. It’s a good way to per- 
sonalize your service, and inciden- 
tally to sell more shoes! 


We Want Your Ideas 


When you get up a particularly 
effective circular or folder, or an ad 
that produces exceptionally good re- 
sults we would like to hear about it 
so we can tell other shoe merchants 
through this column. Send in 
samples of your ads, circulars, etc., 
addressed to The Ad-Visor, care of 
this paper and we will use them in 
this section. 








oa Paragraphs for October Advertising 





What! Only $8 tor 
These Pumps? 

We hear such remarks quite fre- 
quently these days when we show 
women the new Fall styles we’re fea- 
turing. They're so smart, so well made, 
so perféct-fitting that they look sev- 
eral-dollars more than the price; And 
best of all, you'll find after several 
months’ wear, that they give just as 


satisfactory service as though you had 
paid more! They’re worth seeing! 
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A Smart Fall Shoe 
Built for Comfort 


You would never guess to look at 
this shoe that it’s what we used to call 
a “comfort” shoe! Old fashioned com- 
fort footwear was short on style and 
long on comfort, but here’s as smart a 
slipper as any woman could desire, with 
all the comfortable arch-supporting fea- 
tures. Ask to see it. Try it on. Even 
though you don’t need a corrective shoe 
you'll find this one mighty comfortable. 
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Now the Children 
Need New Shoes 


When school began you thought the 
children’s shoes were good for sev- 
eral months. But look at them now! 
A month of strenuous wear, in the 
classroom and on the playground, has 
taken a heavy toll. Better bring the 
youngsters in Saturday and outfit them 
with these sturdy school shoes that 
wear like iron. You'll find our prices 
very much to your liking. 





How Feet and Legs Function 


The Important Part Which Muscles. and 
Tendons Play in the Mechanics of Motion 





Third of a series of articles about feet and footwear from the 
standpoint of foot health 


By HUGH THOMPSON 


When we come to the 


consideration of the mechanism that operates the legs 
and feet, it seems to me that we are confronted with 
one of the greatest of the wonders of nature. If there 
is any man-made mechanism that remotely compares 
in efficiency with the muscles of the human body I 
have been unable to find it. I have asked some of 
my mechanical friends for something in the way of 
an illustration of the action of the muscles of the legs 
and feet, but the best they can do is to suggest a series 
of pulleys. 

I don’t like the pulley idea at all because it leaves 


out the most important part of the work. Pulleys .. 


have to have some power outside of themselves to 
operate them, but the power of the human muscle is 
in itself. I have asked the artist to put some pictures 
on this page and will try to illustrate the action of the 
leg muscles by referring from time to time to these 
pictures. Or what 
would be far bet- 
ter, I would rather 
have the reader 
check up as we go 
along by looking 
at or feeling the 
actions of the 
muscles in his 
own leg or arm. 
All we need to 
know about the 
muscles is that 
they are contrac- 
tile tissue, that is, 
they are masses of 
tissue throughout 
the body that have 
the power to con- 
tract. Muscles are 
the motor mech- 
anism of the body. 
They are the 
means by which 


Play of muscles and tendons which control the movement of elbow and fingers can 
be simply demonstrated as shown in illustration 
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any part of the body is moved. They are set in motion 
by the motor nerves. Muscles move or control the 
actions of the body by pulling. They cannot push. 
So they act in pairs. 


When you bend your knee 


it is caused by the constriction or shortening of the 
Flexor muscle at the back of the thigh. When you 
straighten it again it is caused by the shortening and 
pull of the Extensor muscle on the front of the thigh. 
When you move your foot it is the action of the 
muscles of the calf of the leg that furnish the motive 
power. 

“The muscles of the calf are the chief extensors of 
the foot at the ankle joint. They possess considerable 
power and are constantly called into use in standing, 
walking, dancing and leaping, hence the large size 
they usually pre- 
sent.” Gray, An- 
atomy of the 
Human _ Body, 
20th Edition. 

The muscles are 
attached to and 
control the action 
of the bones by 
tendons. Ten- 
dons are strong, 
slender cords 
which are flexible 
but do not stretch. 
In my notes I find 
this definition of 
the tendon. 

“Tendons are 
flexible but in- 
elastic connecting 
bands or cords. 
They thus obviate 
unnecessary pro- 
[TURN To P. 70] 
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ADVERTISING PaAGes MEMOVED 


Unit Plan Makes Good Display 


Helps to Focus Attention on Particular Types of Shoes 


Display fixture with interchangeable art 
panel to give it a seaconable appear- 
ance according to the time cf the year. 
The art panels fit in a narrow groove 
and are easily removed. Another ad- 
vantage is that the. fixture can be 
trimmed from the rear by removing the 
art panel. Art panels have been de- 
signed for each month in the year for 
use in connection with this fixture. Fur- 
ther particulars may be had by writing 
Bcot and Shoe Recorder. 


| and the Public 
are becoming more and more unit minded. They plan 
and visualize things in units. Thus, when merchan- 
dise of a given type, to fill a given requirement, is 
grouped in unit displays the individual pieces in these 
displays win more attention than they would if scat- 
tered indiscriminately through a window. 

If there are several sport shoes in the same window 
with other types of shoes, the sport shoes should be 
grouped together. In other words, they should have 
a unit display or possibly more than one. 

If there are several shoes of one color to be fea- 
tured, they should have a unit display. If there are 
several that have the same type heel, or an arch fea- 
ture, or anything that places them in one classification 
and distinguishes them from other shoes in the win- 
dow, they should be grouped in unit displays. 

The “hashed” window, that merely shows shoes in 
a conglomerate mass, is a relic of the dark ages of 
merchandising. It did have its appeal in the past, 
but in some respects human nature has changed. The 
speed of the present time gets into the blood. The 
leisurely attitude of window shoppers of former days 
is disappearing. There are so many more uses for 
time. Shoppers look on the purchase of a pair of 
shoes as something to be done quickly, so they “snap 
into it.” 

Mrs. Public today decides that she must soon buy 
some shoes. She usually has made up her mind as 
to whether they should be straps, ties or pumps, what 
the heel height should be, whether they should have 
arch supports or not and as an idea of what she 
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wants in the way of base leather and trim. She passes 
a shoe store. If a unit trim of that kind of shoe 
catches her eye she stops, looks, considers and prob- 
ably buys at once. If those same shoes are just 
shuffled into nondescript pack, they don’t catch her 
eye and she goes right on about her business. And 
Mr. Public is similarly constituted, only more so. 


&, the unit trim is more 
then a fad. It is a modern necessity. It is becoming 
increasingly so. That being the case, too strong 
emphasis cannot be placed on the value of employing 
the most pleasing and practical equipment for making 
unit displays stand out. 

The proprietor of bootery on Main Street, of course, 
has display problems of his own and would not be 
well advised to follow too closely the Marshall Field 
type of store. Main Street cannot devote as much 
space to as few pairs of shoes, and must place restric- 
tions on the cost of window fixtures and decorations. 
But one common trouble is that said cost is retricted 
to the point of restricting the results. Being too 
economical is really more costly than being a bit too 
lavish. 

Unit display fixtures produce much more effective 
results than can usually be obtained by building up the 
unit displays with individual shoe stands of varying 
heights. 

Plateaus and window display tables of graded sizes 
can be used to advantage for unit displays, and can 
be re-used indefinitely in various combinations. 





‘ace AES ET AR 
DISPLAY FIXTURES 


FOR SHOES 


AND FOR HOSIERY 


FOR FIXTURE 
INFORMATION 
WRITE 


ROMIROR No. 730 DESIGN 


AFTER THE PUBLIC HAS HALTED 

- THE SILENT WINDOW HAS 
A DUTY—TO TALK, TO EXPLAIN, 
TO DEMONSTRATE, IN SHORT— 
TO SELL. ... 


IT HAS BEEN FOUND THAT 
IT CAN BEST PERFORM THIS 
DUTY FOR YOU IF FIXTURES 
ARE USED THAT ASSIST IN 
PLACING YOUR MERCHAN- 
DISE ATTRACTIVELY IN EYE 
POSITION—TO GAIN FAVOR- 
ABLE ATTENTION FOR YOUR 
MERCHANDISE !S THE FIRST 
STEP IN SELLING. YOU MAY 
BE SURE OF GOOD RESULTS 
1F CORRECTLY DESIGNED 
FIXTURES ARE USED. 


KROMIROR—IS A NEW 
, DESIGN ESPECIALLY AT- 

TRACTIVE, USING PLATE 
GLASS AND CHROME 
NICKEL FOR METAL 
FINISH. 


FOR HOSIERY WE SUG- 
GEST A DISPLAYER LIKE 
NO 6150 18” HIGH. 


VERY ATTRACTIVE. 
NOTE ALSO NO. 4272. 











No. 6150 


HUGH LYONS 


& COMPANY 
LANSING, MICHIGAN No. 4272 


SALES OFFICES: NEW YORK—ROGERS PEET BLDG., 485 FIFTH AVE. 
CHICAGO—131! MERCHANDISE MART 
BOSTON—52 CHAUNCY ST. 


MEMBER—“NAT’L DISPLAY EQUIPMENT ASS'N.” 














THE KENNEDY CO., BOSTON; MASS. ARCHT, BURTIS BROWN 


By its external _appear- 
ance, the character of 
your store makes its 
first impression on the 


mind of the prospective 





customer. 


KAWNEER 4 EXTRUDED 
EXTRUDED : , we MEMBERS 
SASH KE-B-1 ~ ‘B\ee L TO MATCH 








Kawneer 


™ STORE FRONTS 


Manufacturers of . THE KAWNEER COMPANY, 3013 Front St., Niles, Mich. | 
| BRONZE | am interested in o new store front. Send free book. 
STORE FRONTS Name. Ss je he ale | 





DOORS AND Addr. 
WINDOWS City. 
CONSULT AN ARCHITECT + TH A 


ai 
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NATIONAL NEWS 


SATURDAY, SEPTEMBER 27, 1930 


EVERY WEEK 








New Fall Styles 
Snap Up Sales in 
Chicago Shoe Shops 


Cuicaco—Prominent merchants and 
department store shoe section managers 
are positive on one point. They declare 
that new fall styles are surely proving 
an aid to selling. The most beautiful 
and unusual fabrics have been used this 
autumn—baby sharkskin, rare reptiles, 
imported woolens and crepes and 
charming novelty mixtures are only a 
few. Enlarged “walking height” low 
heels make new history, as do all- 
leather heels that click merrily to the 
fore in fall footwear fashions this sea- 


son. 

Walk-Over has a good seller in a 
step-in pump of dull black kid, adorned 
with two cleverly beaded black gores. 
Their afternoon pump of black or cof- 
fee-brown lizard, with long pointed kid 
appliques over instep and upper vamp, 
is also a heavy seller. 

O’Connor & Goldberg are conducting 
an advertising campaign on built up all- 
leather heels. They anticipate a heavy 
demand for this sort of heel during the 
coming months, according to their 
buyers. 

Hassel’s find a one-strap, side buckle, 
kidskin slipper, with toe in jaunty 
lizard one of the season’s most profit- 
able numbers. Hanan’s assert that 
their black or brown suede pump, ar- 
tistically trimmed with a reptile ap- 
plique over the instep, is one of the 
best sellers this season. 

At the Wolock & Bauer Salon, cara- 
cul cloth, faille satin and Boroso shark, 
are fashioned into shoes that indeed are 
marvels of beauty. 


Arrest Two for Shoe Payroll 
Theft 


CINCINNATI (UTPS) — Cincinnati 
police apprehended two men who are 
alleged to have held up and robbed 
Plaut Butler Shoe Co.’s payroll here, 
Sept. 13. All the money has been re- 
covered. 

The bandits held up the clerk and 
Paymaster as they were returning 
from the bank with the payroll of 250 
employees. They escaped with the 
money in a blue sedan, which was 





later traced to a public parking lot. 
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To Show New Leathers for Spring 


Tanners’ Exhibition to Be One of the Outstanding Features of 
Joint Styles Conference Next Month 


NEw YorK—Plans for the semi- 
annual Joint Styles Conference of the 
shoe and leather industries, to be held 
at Hotel Astor October 14th and 15th, 
are virtually complete and announce- 
ment of the detailed program may be 
expected shortly. The features planned 
for this conference will be exception- 
ally interesting, it is promised, and the 
various talks and fashion demonstra- 
tions will be especially pertinent to the 
needs of the period immediately ahead. 

A feature of prime importance will 
be the official showing of new leathers 
for the coming Spring and Summer 
season, to be staged in the grand ball- 
room on the main floor of the Astor 
and participated in by representative 
American tanners. This leather show- 
ing, sponsored by the Tanners Council 
of America, has been held in connection 
with the conference each season for a 





Bronze Kid Featured in 
Exclusive Shops 


New York—Bronze kid is re- 
ceiving considerable attention 
from buyers in exclusive shops 
and in footwear for high class 
trade. Black has carried the bulk 
of the volume for some time past 
and still is the important color 
by a wide margin, but in dressier 
models it is thought some addi- 
tional interest can be attracted by 
featuring a more exclusive leather 
such as bronze or wine kid. 

Although just at present there 
is not much interest in colored 
shoes, some dark greens are sell- 
ing, and brown suede is gaining 
in popularity. Reptile is used as 
trimming touches primarily, al- 
though alligator is moving some. 

Bronze kid is featured at Bon- 
wit Teller’s in operas and several 
models using dark brown suede 
and bronze in combination, with 
delicate pipings of gold kid out- 
lining the bronze. 














number of years and it never fails to 
arouse the keenest interest among shoe 
merchants and manufacturers. The 
showing next month will give the en- 
tire industry an opportunity to inspect 
and compare the spring leathers in the 
various official colors recently an- 
nounced by the Textile Color Card As- 
sociation; also to observe and study the 
newest offerings of the American 
leather industry in black, white and 
fancy leathers. 

While the detailed program has not 
been released, announcement has been 
made that the conference will follow 
much the same general order as in pre- 
vious seasons. The meetings of the 
several style committees of the Na- 
tional Shoe Retailers Association will, 
as usual, be held on the opening day, 
Tuesday, Oct. 14, beginning at 10 a. m. 
At that time recommendations for the 
coming season on men’s, women’s, 
children’s and volume shoes will be 
drafted. The following day the joint 
conference will be held, with the formal 
program of addresses and fashion dem- 
onstrations and the discussion and 
adoption of the style report for the 
coming season. 

More and more retailers, manufac- 
turers and representatives of all of the 
allied branches of the shoe and leather 
industries are learning each year of 
the advantages of participating in the 
styles conference and deriving the in- 
formation and inspiration made avail- 
able by this joint meeting. Conse- 
quently a record attendance is looked 
for at the coming conference, which, 
because of existing economic conditions 
and the present style situation, is con- 
sidered especially important. 


Victor Gainor with Bonwit 
Teller 


New YorkK.—Victor Gainor, formerly 
of the Pedemode Shop on Fifth Avenue, 
is now associated with the Bonwit Tel- 
ler shoe department as assistant to 
Jack Rogers, manager and buyer. 

Mr. Rogers is much gratified at the 
interest shown in the new department 
and the volume of business to date. 
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halite production costs have been obtained 


through the increased efficiency of men and ma- 
chines. Now, the shoemaker has enlisted the aid 
of the scientist in developing a new and more 
economical quarter-lining material. 


Du Pont Pontan, the new quarter-lining material, Pontan is now available 
; a in glazed finish, both plain 
possesses all the desired qualities of appearance, wbeewrity werd 


economy, workability, and utility. | Oe as cae 


Pontan has the firmness which permits it to lie 
smoothly in the shoe, and has just enough plastic- 
ity to conform to the rounded surface of the last = 
and counter. ONTA 
Manufacturers will appreciate 


the remarkable working qualities of “Pontan 


Write nearest GMC Branch Office | 
UNITED SHOE MACHINERY CORPORATION |eMAMaeRMen 
BOSTON, MASSACHUSETTS QUARTER LINING 
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Three Centuries of Shoemaking 








The making of shoes and the tan- 
ning of hides, together with the ma- 
chine era in shoe production which 
followed, received fitting recognition in 
the beautiful and colorful float which 
was sponsored by the New England 
Shoe and Leather Association and ap- 
peared in the great parade which 
marked the apex of Boston’s sumptuous 
celebration of its 300th anniversary. 

The forward portion of the float, 
which was erected on a special chassis, 
showed an old-time tan yard with one 
of the workers busy at the beam, an- 
other raking the pit, while still an- 
other was regulating the divers hides 
and skins which mingled with the 
tanned leather surrounding the pit. 

The rear portion of the float was 
devoted to the beginning of shoemak- 
ing in America. Two cordwainers, 
seated on the crude forms or benches 
which were for so many ages asso- 
ciated with the making of shoes, and 
surrounded by the few and simple tools 
of the craft at that time, were busy 
with the tasks which shoemakers had 
in all the preceding ages performed— 
cutting, sewing, pegging. 

In the center of the float, recognition 


was paid to the machine era of the 
industry, which was inaugurated in 
Boston or its immediate vicinity; the 
one basic industry to be revolutionized 
on American soil and accomplished 
through the inventive and organizing 
genius of some of Massachusetts’ sons 
and which gave impetus to a business 
which not only had been, but has con- 
tinued to be, the outstanding industry 
of the state. On the side of a typical 
modern shoe machine the following 
statement appeared: “From this Sim- 
ple Beginning there was Born and 
Nourished on Massachusetts Soil the 
Machine Era in Shoemaking. Above, 
is but One of the Many Machines now 
Used in Making a Single Shoe.” 

On the side of the float also ap- 
peared the following: “Boston, 1630. 
Tanning Hides and Making Shoes. 
Boston now the Greatest Shoe and 
Leather Market in the World.” 

The parade, which was some six 
hours in passing, was viewed by hun- 
dreds of thousands of spectators who 
massed the entire route, and interested 
visitors from not only every part of 
the United States, but guests of dis- 
tinction from abroad. 








New Wholesale Firm 


New YorkK—A new firm has been 
started in the wholesale district in New 
York at 149 Duane Street, by Louis 
Greenwald, well know shoe man. The 

- concern is known as Greenwald Shoes, 
Inc., and features novelty shoes to retail 
at $4, $5 and $6. Mr. Greenwaid, who 
is president, was previously a member 
of the firm of M. J. Saks Shoe Corp., 
and more recently was associated with 
the Bond Shoe Co. 

Outstanding among the new salesmen 
selling Greenwald Shoes are Milton 
Gardner, covering Maryland and Vir- 
ginia; Ben Shamion, covering Philadel- 
phia and Pennsylvania mining dis- 
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tricts; Harry Leblang, covering New 
York State, and Larry Leibowitz, cov- 
ering Brooklyn and Long Island. 


J. J. Clark Robbins Dead 


Boston, Mass.—J. J. Clark Robbins, 
one of the best known retail shoe mer- 
chants of Canada, passed away at his 
home in Yarmouth, N. S., recently, 
after a protracted illness. Mr. Rob- 
bins was for many years a member of 
the firm of Porter & Robbins, Yar- 
mouth, a concern that always had been 
very successful and progressive. Mr. 
Robbins had many warm friends 
throughout the trade in New England 
and other parts of the United States. 
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Costs Only 


35% 


more a pair, but sells as 
high-priced orthopedic 
shoes 
VERY number of the Musebeck 


line is a real orthopedic shoe, 
built on a foot-fitting last and with 
arch support for both the longi- 
tudinal and metatarsal that are 
scientifically correct. 

Into any one of these numbers we 
will build the Musebeck Arch Sup- 
port Insole—it only costs 35 cents 
more a pair but it gives you some- 
thing to talk about for which you 
can get three to four dollars more 
for the shoes. 

This insole really gives unusual 
comfort and unusual support to bad 
cases of arch trouble. It is a firm, 
mellow, leather saddle that fits the 
bottom of the foot. Built right in 
the shoe with no sacrifice of ex- 
terior neatness. 


S$033—Tan Calf Bal Oxford 
S$034—Black Calf Bal Oxford 
S 04—Black Calf Blu. Oxford 


MUSEBECK 
SHOE COMPANY 


DANVILLE, ILLINOIS 














WHERE TO BUY 
Men’s Shoes 





PR SHOE 
©) a (@) 
M.A. PACKARDCO., Makers 
BROCKTON 


NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
B. W. COOK, Presidens 
Syracuse, N. Y., U. S&S. A. 
{HOES EXCLUSIVELY 














Stacy Adams Co. 


Manufacturers of 


MEN’S FINE 
SHOES 


Brockton, Mass. 


























HIGHES 


east EST GRADE U.S.A. 








ioe 


MOmEsT ALL 
87 IN-STOCK 
11 IN-STOCK STYLES FOR BOYS 


EMERSON SHOE MEG. co. 
KLAND, MASS 


WRITE ToDAY FOR CATALOGUE 


Weer 
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Footwear Fashions in Miniature 











A number of Pea- 
cock shops in vari- 
ous cities have 
shown this novel 
window display. 


It consists of a col- 
lection of twenty- 








four pairs of minia- 
ture shoes and two 
smartly executed 
manikins. These are 
silhouetted against 
a background show- 
ing a view of Paris 
through a leaded 
window. 














First Andre Shop Opened in 
Kansas City 


Kansas Crry, Mo. (UTPS)—An 
event of interest in the an trade took 


place here recently with the premier 
presentation of Andre Shoe Creations 


in America at Kline’s. Kansas City is 
the first of American cities to be chosen 
for the presentation, but it is not the 
last, according to A. F. Martin, man- 
ager of the shop here, for Andre Shops 
will be found al) over the United 
States in the course of a few years. 
Andre shoes are designed in Paris 
but are made in the American factory 
in Massachusetts. They are pioneer 
creations on the American market, for 
they are hand turned shoes, of superior 
style, workmanship and quality, _de- 
signed to appeal to the most discrimi- 


nating, yet they sell for one price only 
—$10.50. 


The fourth floor of Kline’s formerly 
occupied by Kline’s “Fashion Boule- 
vard” shoe shop, has been turned over 
to Andre Creations with the addition 
of about 50 per cent more floor space 
and ten extra salesmen under the di- 
rection of Mr. Martin. A special de- 
partment, fitted up at this time with 
special] appeal to the college gir), has 
been added. Pennants and wardrobe 
trunks, filled with accessories of all 
sorts, not to mention correct shoes for 
every occasion, lend an atmosphere “of 
going away to college.” 

The opening of the Andre Shop was 
treated in a rather spectacular manner 
through local newspapers. In answer 
to a radiogram from Monsieur Andre 
extending felicitations and thanks and 
pledging himself to serve Kline’s and 


their clientele to the best of his ability, 
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Kline’s printed an open message which 
read in part: _ P 

“In appreciation of your selection of 
Kline’s as the first store in America 
in which to present your exquisite 
slipper creations, we wish to acknowl- 
edge openly our thanks for the honor 
you have conferred upon us and upon 
Kansas City. 

“We therefore congratulate you most 
warmly and hope that this first presen- 
tation to the public will lead rapidly 
to making these lovely shoes available 
in every city in the United States.” 

Following the opening I. Miller & 
Co, ran a newspaper advertisement 
which said in part: 

“With high regard for the integrity 
of Monsieur Andre, with sincere esteem 
for his skill as a designer, I. Miller 
heartily welcomes the advent in Amer- 
ica of creations of so worthy a contem- 
porary master shoe builder. 

“In the firm conviction that Andre 
Shoes will help materially in a cause 
which I. Miller pioneered and ever con- 
tinues to carry forward—namely, the 
raising of the fashion standards 
throughout the country—I. Miller sin- 
cerely wishes both Monsieur Andre and 
Kline’s every possible success.” 

Manager Martin reported a very fa- 
vorable response to the Andre creations 
on the part of Kansas City women. 


Merchants Join in Sale 


NewsurcH, N. Y. (UTPS) — Jacob 
Fineberg, proprietor of Vogel’s Shoe 
Store, has been named as chairman of 
a committee of forty-two local mer- 
chants planning the biggest sale ever 





attempted in this city. 
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Onli-Wa Again Is First 


to Present the New! 
First with the first fixture of its kind 


ever manufactured ! 





MEN’S 
SPAT 
STAND 


A moderne dis- 
play that fills a 
long-felt want 
for, displaying 
Men’s Spats 
properly. Strik- 
ingly simple in 
maple and wal- 
nut, it is hand- 
some and effh- 


cient. 


Reg. U. S. Pat. Off. 





Spats are growing in popularity each 
season. Get this new fixture into 


your window and attract the men! 





. News, photos, facts, about 
GET NEW Onli-Wa Displays. Write to- 


NO. 18 CATALOG! gay. 


The Onli-Wa Fixture Co. 


St Paul Aye., Dept. B. S., Dayton, Ohio 


Display Center: 1440 Broadway, New York, N. Y. 
Members of National Display Equipment Assn. 


A Convenient Place 
to Buy— | 


The Republic 


State at Adams 
CHICAGO 
The Home of the Following Shoe Firms: 


Harsh & Chapline Shoe Co. 
Huntington Shoe & Leather Co. 


Interstate Shoe Co. 
Johns Tilt Shoe Co. 


C. & A. Lo Presti 
Mariboro Shoe Co, 


























Best Eyer Slipper Co. Inc. 
Big “K” Shoe 

Bostonian Shoes 
Burlington Turn Shoe .Co. 
The J. R. Burns Shoe Co. 


B Sh 
Carlisle Shoe ze McElroy Sloan Shoe Co. 


Chapline Mayer Shoe Co. H. W. Merriam Shoe Co. 


Theatr Meyer Bros. Shoe e 
Gtege ae Tne Op I. “Miller & Sons, Ince, 


C ealth Shoe & Lea. Co. 
Copeland & Ryder Shoe Co. National Felt Slipper Co. 
O'Conner d & Goldberg 


Craddock Terry Co., Inc. 
Paragon Slipper Mfg. Co. 
Th Cc. PL .. 





R. L. Pennington Shoe C Co. 
Prospect Shoe Co. 

py ys Shoe Co. 
E - Reed & Co 
Schwarz Ruggles Co., a 


Elwill Shoe Company 
Empire og eng My Footwear Co. 


"E. St. 
Hagerstown Shoe & Legzing Co. Thompson Bros, Shoe Co. 
Hamilton Brown Shoe Co. po staat Shoe Mfg. Co. 
ALSO: ARNOLD BROS. & (Lasts); FRENCH Bi 
NOVELTY CO. (Buckles) and MAISON MANY (Denoe 


Communicate with OFFICE of the REPUBLIC 


for Information Regarding Available Shoe Display Rooms 

















Black Lizard Trim 
Goodyear Welt 


Last 242 
13/8 Leather Heel, 
Rubber Top 
34.60 


SOFT SHOES 
FOR 


TENDER FEET 


Also Patented Arch Shoes 
For Tender Feet 


RE you able to properly fit those 

people who have tender feet? You 
should not overlook this opportunity— 
for once satisfied, a person with tender 
feet will prove a steady customer—re- 
turning again and again. 


Grover Shoes, made for years by skill- 
ful workmen using only the softest of 


leathers, have earned a nation wide repu- 
tation for genuine comfort. 


Concentration on such shoes which have 
proved to be steady sellers, enables us to 


offer them at extremely favorable prices, 
and to maintain at a)) times a complete 
stock for immediate delivery. 


Send For Catalog and Full Particulars. 


> Sd 


J. J. GROVER SHOE CO. 


430 MAIN STREET 


STONEHAM MASS. 
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WHERE TO BUY 
Men’s Shoes 





“A MAN’S DECISION” $ 
4 


THE eV 
Fine 
Shoes 


Ola 
SHOE colony 
Shoe Co. 

Besten—183 Essex Street 
w. Y.—016-917 Marbridge Bidg. 


Brockton, 
Mass. 











WHERE TO BUY 


Women’s Shoes 





Ultra-Smart Sandals 


Complete color 
combinations 


BIARRITZ SANDALS, INC. 
833 West 27th St. New Y 








VCUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., INC. 
IN Buffalo, N. Y. STOCK 
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WHERE TO BUY 


Shoe Forms 


Ot eS 


Fairy Jorms 
for Shoes and Hosiery 


made of white, 
transparent or colored 


FAIRYLITE 
ne.g Auburn, N. Y. 


WHERE TO BUY 


Store Fixtures 


HAVE YOU A COPY OF THE 
NEW GOODWIN CATALOG 


STORE, FIXTURES 
1 STORE INSTALLATIONS 


of SHOE 


an 
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PHILIP S. ABBOTT 


“Phil”? Abbott Retires 
From A. C. Lawrence 


Has Sold Leather Here and Abroad 
For 48 Years 


Boston, Mass.—The A. C. Lawrence 
Leather Co. has announced the retire- 
ment from active business of Philip S. 
Abbott who has been with this com- 
pany since 1896, and whose connec- 
tion with the leather business dates 
back forty-eight years to the day when 
he entered the employ of the old time 
firm of Hummell & Son, then on High 
Street, this city. 

Mr. Abbott, familiarly known as 
“Phil” to hundreds of men in the shoe 
and leather trade, has not been in good 
health for a number of years and 
hopes, by complete rest, to regain the 
strength lost in several serious sur- 
gical operations. 

Although primarily a salesmen and 
credited with having made several of 
the largest leather sales ever recorded, 
both in this country and abroad, Mr. 
Abbott has been instrumental, also, in 
the development of new kinds and 
types of leather. His close personal 
friendship with buyers and users of 
leather in this country and in England, 
made it possible for him to sense new 
demands and new trends which could 
be met only by the introduction of new 
finishes. Black Diamond Patent 
Leather, Nubuck and Naco Calf were 
among these. 

His selling trips took him to almost 
every part of the United States where 
leather is extensively used and abroad, 
as well. On one trip to England, it is 
said that in three weeks he sold two 
million pounds of sole leather bellies 
at prices ranging from 18 to 30 cents. 
With another English buyer he con- 
tracted to deliver $500,000 worth of 
bends, half which order was taken 
initially and the other half taken be- 
fore the first shipment had been re- 
ceived. Other records chalked up by 
Mr. Abbott in the course of his long 
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Edward L. McKendrew Heads 
Hide Exchange 
New York—Edward L. McKendrew, 


c{ Armond Schmoll, Inc., was elected 
piasident of tne New York Hide Ex- 
change at the annual election Septem- 
ber 16. The other officers and govern- 
ors are as follows: 

First vice-president, Armand Schmoll, 
Jr., of Schmoll Fils Asso., Inc.; second 
vice-president, Claude Douthit, of 
American Hide & Leather Co.; treas- 
urer, Floyd Y. Keeler, of Orvis Bros. & 
Co.; governors: Leo Arnstein, of J. H. 
Rossbach & Bros., Inc.; George B. Bern- 
heim, of R. Neumann & Co.; Louis F, 
Clarendon, of M. E. Clarendon & Sons 
Co., Inc.; I. Henry Hirsch, of Adolph 
Hirsch & Co., Inc.; Milton R. Katzen- 
berg, of Andresen Stern, Inc.; Edward 
F. Keirnan, of Griess-Pfleger Tanning 
Co.; Jerome Lewine, of H. Hentz & Co.; 
Fraser M. Moffat, of Tanners’ Council 
of America; David G. Ong, of United 
States Leather Co.; Joseph A. Sisto, of 
J. A. Sisto & Co., and Harry L. Sutton, 
of Sands & Leckie. 


Industry Pays Tribute to 
John Edward Williams 


PORTSMOUTH, OHIO. (UTPS)—As a 
mark of respect to the memory of the 
late John Edward Williams, vice-presi- 
dent and general manager of the Ex- 
celsior Shoe Co. here, many of the 
plants of the local shoe, lace making 
and paper box industries were closed 
during the funeral rites, Sept. 15. The 
funeral was held in the Second Presby- 
terian Church, where the body lay in 
state for a few hours before the rites. 

The factories which closed down were 
the Excelsior Shoe Co., the Selby Shoe 
Co., the Irving Drew Shoe Co., the 
Mitchell Manufacturing Co., and the 
Patterson Paper Box Co. Thousands 
of friends were unable to gain admit- 
tance to the church. Among the honor- 
ary pall-bearers were Mark A. Selby, 
Irving Drew, Albert G. Schmid, F. A. 
Ruhlman, A. C. Williams and many 
others of prominence in the shoe.in- 
dustry. 


Salespeople Told About 
Tanning 


New YorK—Processes in the manu- 
facture of leather were described before 
new employees in the shoe department 
of Abraham & Straus, Brooklyn, Tues- 
day, September 16, by Sydney New, Jr., 
of New Castle Leather Co. The meet- 
ing was arranged by American Leather 
Producers, Inc., in cooperation with the 
store training department under the 
direction of Miss Lillian Freedman. 








and very real service to the industry 
were sales of $5,000,000 worth of 
leahter, principally patent, in England, 
in 1919; a domestic order for 30,000 
sides of patent leather; and other 
domestic order for 30,000 dozen of 
sheep leather at 4 to 4% cents a foot. 
In this case deliveries were made at 
the rate of 1000 a week over a period 
of thirty weeks. 

His is a record of success founded on 
absolute integrity and hard work, in- 





telligently done. 
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YOU NEED 
NO LONGER 


THAT YOU 

HAVE AN 

EXPENSIVE 
FOOT 


AAAAA to EEE-Sizes 1 to 12 


ENNA JETTICKS 


are known, the country over, as “the shoes that fit perfectly, at 
moderate cost.” 


177 SIZES AND WIDTHS 


assure an accurate fit for any normal foot! 











Listen to Listen to 
ENNA JETTICK ENNA JETTICK 
MELODIES Dunn & McCarthy, Inc. SONGBIRD 
with Mme. Schumann-Heink ov 
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every Sunday Evening Auburn N. ¥Y. Tuesday Evening 
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Q-« B. EVANS’ SON CO., Wakefield, Mase. * 


In Brown-Black and colors. 
Combining style “= com- 
fort. Produced the 





manufacturers of 


PoimL€Mecz, 


—— and prices rules +... 7 
SWAN SHOE An Inc., Baltimore, Ma. 


anufacturer 
New York Ofmee Room roti Marbridge Bidg. 








An Absolute Fact 


onan 1 68 
HORCO SLIPPERS are made better 
—and sell better—than any other 
slippers on the market in the popu- 
lar price class. 
Catalog on Request 
VINCENT HORWITZ | £0. Ine. 


64-76 West 23rd 














High Grade Turn Mules 
and D’Orsays 


Catalogue sent on 
request 


Paristyle Footwear Mfg. Co., Ime. 
Selesroom 


Factory and 
40-46 West 25th Se. New Yerk City 








MEN’S FINE 
HAND TURNED 
SLIPPERS 
Manufactured 
Full leather by 
nag | slippers 


from $2.00 to $2.65. WwW. S. CHASE & SONS 
Send for Catalogue. Haverhill, Mass. 


Beston Office: Reom 501, Statler Bidg. 























Changes in Pattern Firm 





C. W. CONAWAY 


NEw York.—C. W. Conaway, presi- 
dent of the Conaway-Winter Co., pat- 
tern manufacturers, with offices in the 
leading shoe manufacturing centers, 
has announced the following changes 
in the Conaway organization: F 
Ochs of the Boston Studio has disposed 
of his interest in the business and is 
no longer connected with it. The Bos- 
ton Studio has been moved from 134 
Summer Street to larger and better 
quarters at 11 South Street. The Bos- 
ton Studio and all Conaway Studios 
in all shoe manufacturing centers will 
continue to cooperate with the St. Louis 
branch now owned outright by F. J. 
Winter. 

A new office has been opened at 1008 
Elm Street, Manchester, N. H., in or- 
der to better serve the New Hampshire 
industry. Arthur Williams has been 
appointed manager. Clayton S. Rud- 
berg, well know stylist and practical 
factory man and for several years 
buyer and partner of one of the larg- 
est retail shoe stores on the coast, 
will take charge of the Boston office, 
Sept. 22. 

T. R. Tedesco, formerly in charge 
of the Boston office, is now the Brook- 
lyn stylist and factory contact man. 
Mr. Tedesco is well known as a shoe 
manufacturer and style man, having 
been a partner in a shoe manufactur- 
ing enterprise which successfully sold 
their output in metropolitan markets. 


Diamond Shoe Co. Raises 
Dividend 


NEw YorK.— The Diamond Shoe 
Corp. has voted to raise its dividend 
rate to an annual basis of $2.00 a 
share by declaring a quarterly divi- 
dend of 50 cents, payable Oct. 1 to 
stockholders of record, Sept. 19. The 
former rate was $1.50 a share. 

This concern now operates 91 shoe 
stores and two additional stores will 
be opened this week. The regular 
quarterly dividend of $1.62% cents on 
the ‘ee stock was declared as 
usual, 
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Fali Weather and School 


Opening Help Trade 


INDIANaPOLIS, IND. (UTPS)—Cool 
weather and the opening of schools in 
the city have brought about a good de- 
mand for footwear, which most shoe 
merchants are interpreting to be the 
opening of a new period in business. 

The sight of retail buying throngs in 
the streets and in the stores has had as 
salutary an effect on business as the 
sight of the first robin has on the weary 
furnace tender early in the spring. 

Hart’s shoe salon announces new 
lower prices on Laird-Schober footwear, 
a meaningful announcement in that the 
same quality and the same workman- 
ship have been maintained. Black rice 
grain with lizard vamp and heel, black 
mat kid quarter and ritzy tie; brown 
rice grain lizard vamp and heel and 
brown mat kid quarter are special fea- 
tured footwear. Suede and reptile in 
raisin brown with crocodile trim, and 
ebony black with java lizard ring are 
the two interesting reptiles featured by 
Vince V. Canning. Reptile and suede 
is the popular combination in black and 
brown and being featured extensively in 
all the leading shoe stores. Ties are 
popular and by far preferred. Business 
is better and shoe merchants are opti- 
mistic. 


Conference of Massachusetts 
Tanners Called 


BostoN—The Massachusetts Indus- 
trial Commission has issued an invita- 
tion to all tanners in the State to attend 
a conference at room 460, State House, 
Boston, October 2, at 2.30 p.m. The 
purpose of this conference is to have 
informal discussion of matters of gen- 
eral interest to the Massachusetts 
leather industry. The fact that Gov- 
ernor Frank G. Allen, himself a suc- 
cessful tanner and president of Winslow 
Bros. & Smith Company, is to preside 
assures a large attendance. The New 
England Shoe and Leather Association 
is cooperating with the commission in 
this and all other matters pertaining to 
the shoe and leather industry. 


Increased Interest in Leather 
Literature 


‘NEw YorK—Since the reopening of 
schools there has been a noticeable in- 
crease in the number of requests re- 
ceived by American Leather Producers, 
Inc., for information about leather. As 
a result, distribution of the new book- 
let, “The Romance of Leather and Its 
Importance to Mankind,” will be heav- 
ier this month than at any other time 
during the current year. Hundreds of 
copies are being supplied to teachers 
and pupils in schools throughout the 
country. 


To Make More Boxes 


LYNN, Mass.—Frank C. Meyer Co. 
are taking more space on Box Place 
for the making of boxes for shoes. 
This is the fifth expansion of manu- 
facturing facilities by this firm in as 
many years. Ascher, president 
of the company and manager of its 
main factory in Brooklyn,. was over 
here last week, arranging for new 
equipment. 
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DYES 
NEW! 


NEW .... Are these Finest of all DYES! NEW in Color Range—NEW in 
Dependability— NEW in their Appeal 


Yet DEAUVILLE DYES are NEW Only with Respect to their Recent Intro- 
duction to the Shoe Industry. Actually they are Thorough “Veterans” in their Field, 
for they are the result of almost a full year devoted to formulating the finest dye which 
could possibly be evolved. 

Here are Dyes which WILL NOT BRONZE—vwhich leave DYEABLE Fabrics 
free from streaks, irregularities or ‘Running’ Colors. These are products which 


make for perfection on EVERY Dyeable Fabric. 


N Ow! MOIRES — LINENS— CREPES 
e SATINS — FAILLES — 














All Dyeable Fabric is assured of Perfect Results through DEAUVILLE DYES. 


may be had in two popular sizes: the Senior Set of 
DEAUVILLE DYES 60 bottles, and the Junior 24 bottle size (4 ounce). 


Also offered in a special Midget Set of twelve 4 ounce bottles. Each set features the 
very newest authentic shades as selected by the Textile Color Card Association of the 


United States. 


Order Your Set Now! IMMEDIATE DELIVERY! 


IMPORTERS OF 


SHOE SPECIALTIES 
33 West 32nd Street 


NewYork 
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* KENDALL ‘sour x 
stirrer 
FOR YOUR REST CUSTOMERS 
AND 

MONEY MAKER 


IN 
STOCK 














* KENDALL SHOE COMPANY 
HAVERHILL, MASS. 
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WHERE TO BUY 


Dancing Sandals 
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Soft Sandals for 
Aesthetic Dancing 


Pearl Elk or Suede 
in stock. Also made 
in Black or Cream. 
Get our low prices — 
send for sample pairs 


LAWSON-MILLER CO. 


Ypsil: 
Manufacturers — 


Michigan 








DANCING SANDALS 
(ALSO USED IN GYM 

Neo. 188. So ny 

or black suede. "i ao 

In black kid. Peari and tan 

wor nea, “Ss, Sra 

and Purpie, 85 


BROOKS SHOE MFG. CO. 
Ritmer and Swanson Sts., Philadelphia, Pa. 
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WHERE TO BUY 


Women’s Novelties 
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Braided Sandals 
Write 
for the details 
on our “DaVido” Sandal. 
Something Distinctively New 
in imported woven sandals. 


THE R. STERN CO. 


IRWIN W. DAVID, General Manager 
303 Fourth Ave. New York 














Change Everything Often 


[CONTINUED FROM PAGE 35] 


Jordan’s, in Boston, is a very fine de- 
partment store, but with rather ordi- 
nary fronts. Yet, due to strong back- 
grounds, it presents beautiful and at- 
tractive displays. Seasonable windows 
that have scenic effects have a better 
selling appeal than just shoes. The eye 
sees the use of the footwear, thereby 


visualizing its desirability. Most of the 


modernist.c effects are too cold and stiff 
to serve as a proper background for 
women’s shoes. Modernistic windows 
consisting wholly of an abstract design 
are bound to distract attention from the 
merchandise. The only time modern- 
istic windows can be safely used is with 
a definite subject as the motif; one that 
means something but is not too harsh. 
Trims of this sort, softened with 
fabrics, have a harmonizing appeal, as 
most types of women’s footwear call for 
pretty and dainty settings. 

On a snappy Fall day, one feels like 
taking a good, long walk. Everyone 
else does, so a window along this sub- 
ject is bound to attract attention and 
sell shoes. 

Taking the angle of the woman’s $6 
shoe store, in a community of a million 
and a half people, as we are, we find it 
necessary to change backgrounds every 
two weeks, then to rearrange the shoes 
at least twice a week. The reason for 
this is that so many of the same people 
walk past our stores each day that even 
changing the position of the shoes 
gives the windows a different appear- 
ance. 

Windows are planned out six months 
in advance in general, and at least 
once a month in advance in detail. 

The average shoe store employing 





Heels Click with Boys 
But Not with Parents 


Milwaukee, Wis. (UTPS) — 
Shoe retailers here state that the 
youngsters are more than mildly 
taken with shoes that have steel 
or iron heel plates which make 
a noise when walked upon. How- 
ever, there is another side to the 
question, which is this: Parents 
object, in many instances, to hav- 
ing their children wear such shoes 
for the reason that a_ slovenly 
walk is cultivated and that an 
upright gait is not practised. 
Furthermore, such shoes do not 
tend to the preservation of the 
fine finish of hardwood floors at 
home. 

A father and mother were re- 
cently sitting in an ice cream 
parlor when in walked their son 
with a girl. The store floor was 
of mosaic and every step the lad 
took was accompanied by a loud 
clicking noise as he slithered his 
way to a booth. At home on 
carpets the sound was drowned, 
but on a hard floor it reached a 
loud volume. The father states 
that next day he made his son 
take off the shoes with the plates 
and take them to a repairman 
who removed the offending irons. 


seven or eight men has the most diffi- 
culty in solving the window problem. 
First, the proprietor will say to the 
window man on a Wednesday morning 
that a trim must be in next Friday. 
The window man has not time to dope 
out an idea—if he gets one he has no 
time to draft out the necessary pre- 
liminary details. The time is limited 
for preparing good reading matter for 
his signs and to properly prepare his 
shoes. The result is that the window 
is just put in with few people giving it 
serious consideration, so that it is just 
a collection of shoes and not a well 
thought-out display. 


Chain Store Sales Up 


NEw YorK—G. R. Kinney Co. sales 
for August were $1,354,474, against 
$1,647,628 in August, 1929, showing a 
decline of $293,154, or 17.7 per cent. 
For the eight months this year sales 
amounted to $11,444,532, against $12,- 
715,443 for the corresponding period 
last year, showing a decline of $1,270,- 
911, or 9.9 per cent. 

Schiff Company sales for August 
were $903,460, against $884,760 for the 
corresponding period in 1929, or an 
increase of 2.1 per cent. Sales for the 
eight months totaled $6,320,948, com- 
pared with $5,340,905 for the corre- 
sponding months last year, or an in- 
crease of 18.3 per cent. 

Edison Bros. stores showed sales for 
August amounting to $300,174, against 
$281,119 for August last year, or an 
increase of 6.7 per cent. Sales for the 
eight months amounted to $2,838,978, 
against $2,284,266 for the correspond- 
ing eight months in 1929, or an in- 
crease of 24.2 per cent. 


U. S. M. C. Elects Charles G. 
Bancroft Treasurer 


BostoN—Charles G. Bancroft, vice- 
president of the United Shoe Machin- 
ery Corp., has been elected treasurer, 
in place of the late H. E. Abbey. Al- 
bert W. Todd has been elected a di- 
rector of this corporation. 

The directors of this corporation 
have declared a dividend of 37% cents 
per share on the preferred capital 
stock. They have also declared a divi- 
dend of $1.62% per share on the com- 
mon capital stock. The dividends on 
both preferred and common stock are 
payable Oct. 6, 1930, to stockholders 
of record at the close of business Sept. 
16, 1930. 


New Miller Store in Akron 


Opens 


AKRON, OHIO—The new shoe store 
of I. Miller & Sons was opened in 
Akron Saturday, Sept. 13. The loca- 
tion is 278 South Main Street. 

P. S. Taft, who has been identified 
with shoe merchandising for the past 
15 years, 10 of which have been with 
I. Miller & Sons, is in charge of the 
new Akron store. 

The new shop is one of the finest 














exclusive shoe shops in eastern Ohio. 
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FOR 

VAMP 
itis It is inevitable that cheap, unreliable 
materials for Quarter Lining will be on 
the market but we believe both the 
maker of the shoes, the dealer who sells 
them and the consumer who wears 
them will all mutually benefit by the 
use of a quality product—namely Dura- 


Kalf. 


Unequalled for Quarter Linings!! 








Its workability, durability and econom- 
Mf’d Under ical performance account for its popu- 
U. Ss. A. Pat. ] it It t 1 ith t t d 

April 4, 1922 arity. It cuts clean without waste an 
can be cut with knife or die in multiple. 


FOR 
QUARTER 
LININGS 


RESPRO Ine. 


PROVIDENCE, RHODE ISLAND, U. S. A. 


AMERICAN REPRESENTATIVES 


New York City RESPRO INC. - - 
Philadelphia, Pa. LUTHER S. NEWELL 
St. Louis, Mo. JULIUS GLASER & CO. 
Cincinnati, Ohio J. LEVY SONS - 
Milwaukee, Wis. K. 0. SCHNEIDER - - 
Rochester, N. Y. ELMER W. DAY - - - - 24 Andrews St. 
Haverhill, Mass. BAILEY & BAYLEY - - - . - - - - - 18 Granite St. 


Samples, prices and complete informa- 


tion furnished on request. 














- - 225 Fourth Ave. 
- 40 North Fourth St. 
- 1709 Washington Ave. 
- - 107 East Third St. 
- - 630 East Water St. 


CANADIAN REPRESENTATIVE 
A. G. MOONEY, LTD. - - - 361 ST. PAUL ST., WEST - - - MONTREAL, P. Q. 


REPRESENTATIVES FOR GREAT BRITAIN AND COLONIES EXCEPT CANADA 
LIVINGSTON & DOUGHTY, LTD. - - MILLSTONE LANE - . LEICESTER, ENG. 


CENTRAL EUROPE REPRESENTATIVE 


ALBEKO, G. M. B. H. - - - - - - - Frankfurt a/M, Germany, and Vienna, Austria 


AUSTRALIAN REPRESENTATIVE 
BRYCE & DUNCAN, PTY. LTD. - 345 Hoddle St. - Collingwood, N-9 - MELBOURNE, AUSTRALIA 
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WHERE TO BUY 
Ballet Slippers 
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In Stock Black Ballet 
Slippers 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CoO., INC. 
147 Duane Street, 
New York City 











The Famous Con- 
cave Arch Hard 
Toe Slipper, and 
all types of danc- 
ing footwear. At 
once delivery. Send 
for catalog. 


Coast Representative: 
MR. A. F. WINSLOW 
S177 Casper Ave. tagie Rock 


Lee Angeles, California 


How Feet and Legs Function 


[CONTINUED FROM PAGE 48] 


longation of the muscles and conduce 
to the symmetry and beauty of the body. 
But for this adaptation how bulky 
would be the wrists and ankles through 
which, instead of muscles, these slender 
cords (tendons), are made to pass. By 
them movements are accomplished with 
efficiency, grace and speed.” 

In much of the literature about foot 
ailments and corrective footwear the 
terms muscle, tendons and ligaments 
are used indiscriminately and as if they 
all had the same nature and the same 
work to do. That is misleading. Liga- 
ments are tough, strong cords that bind 
and hold together in position, groups of 
bones, such as the bones of the hand or 
foot. They are not attached to the 
muscles and have nothing to do with 
the act of walking except that their 
flexibility makes possible a slight glid- 
ing motion of the bones of the foot. 
Ligaments do not lengthen. Through 
accident a ligament, or several of them, 
may be torn loose from other ligaments 
because there are so many of them and 
they are so closely interwoven, but a 
ligament is never stretched because it 
cannot stretch and a ligament is rarely, 
if ever, broken. Tendons are likewise 
strong cords that connect with the mus- 
cles as described in the quotation above. 
Through them the muscles of the leg 





IN-STOCK 
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BLACK KID Sovooins 


At eataies. 
W. M. KILLORAN, Box 1, Lynnheld, Mase. 
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Rights and Lefts 
Twe Grades 


Wos. Miss, Oni. 

$1.50 $1.45 $1.40 

1.85 1.80 1.235 
In Stock 














of the unusual) kind 
8102 Bik. 


= Also Hard Teese 
ov ye llth Stn Philadelphia, Pa. 


Oxfords Sell in Des Moines 


Des MOoIngEs, Iowa (UTPS)—Ox- 
fords and more oxfords in brown and 
black kid—that has been the story at 
Younker Brothers’ basement shoe de- 
partment for the past two weeks while 
a sale of fall shoes has been in progress, 
according to James S. Tyler, head of 
the department. ile oxfords have 
been in the ley majority, high-heeled 
pumps and high cuban heels have also 
shown prominence. 

In the fabrics, moire, Tosciana cloth 
and satins are about even in popularity, 
with suedes in the experience of this 
department making little headway for 
the present. 




















Reptiles and Things 
[CONTINUED FROM PAGE 43] 


a quantity of this food in the. vicinity 
of a snake that has been located, the 
natives wait till feeding time is past 
and return to find the reptile gorged 
and stupefied. Snaring also is used to 
subdue them. In either case a shot in 
the head finishes the job except for 
skinning. 

Karungs, usually called watersnakes 
and marked by a delicate skin pattern, 
grow to a length of from two and one- 
half to seven and one-half feet, but 
fortunately for their hunters they are 
not poisonous. These are found in Java, 
Siam, India, Borneo and the Straits 
Settlements, where they are caught by 
natives who reach over the edge of the 
riverbank, scooping them up as they 
slip by. 

Having arrived at the tannery most 
snake and lizard skins, following care- 
ful cleansing, are tanned by a com- 
bination process that preserves the orig- 
inal markings of these skins while re- 
moving their outer scales and convert- 
ing them to durable leather. They are 
softened by a process similar to fat 
liquoring and may at the same time be 
dyed to give them a basic color that is 
different from their natura) color. Later 
they are dried, flattened and smoothed 
out—then finally worked out with a spe- 
cial series of staking operations and 
polished by glazing. 

Properly tanned and cut, reptile 
leathers neither stretch, crack nor 
shrink appreciably in shoes. Nature 
has hardened the skins of these crea- 
tures to resist hard knocks such as come 
in scuffing wear. Though thin, their 
grain is hard and firm, needing little at- 
tention to be kept neat. Ordinary rub- 
bing is usually sufficient to clean reptile 
shoes, but approved polishes made for 
standard leathers do not injure them. 
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and arm transmit their power to the 
feet and hands. They have no power 
in themselves. 

It logically follows that if you have 
lost the power to use your foot or hand 
it is because, for some reason, you have 
lost the use of the muscle or muscles 
that control it. 

Now look at the picture. The man at 
the left has his arm bent at the elbow 
and his fist doubled. You will notice 
the way the muscles are bunched on the 
upper arm, the Biceps. Also notice the 
swelling of the muscles of the forearm. 
But there is no enlargement of the 
wrist. Try it on your own arm. Hold 
the upper part of your right arm with 
the left hand. Now bend your elbow. 
Feel the muscles swell? Now hold your 
right forearm in the same way and 
close your fist. You can feel the move- 
ment of the muscles in the same way. 

Now look at the second man. He is 
holding his right hand in his left hand 
with his fingers resting on the back of 
the right hand. Put your hands in the 
same position. Now wiggle your fingers 
and notice the play of the tendons, for 
those are tendons you feel, not muscles. 
The muscles are above the wrist joint. 
Now slip your left hand up to your 
right forearm, hold tight and wiggle 
your fingers. Now you feel the play of 
the muscles that work those tendons in 
the back of your hand. If some one 
with a strong grip will hold you firmly 
just above the wrist joint, you wil) find 
it impossible to move your fingers. 

It may seem that I am giving too 





much space to this part of my subject, 
but I have gone into it in some detail 
because we are leading up to the cause 


of foot troubles, and we will not under- 
stand those troubles unless we first have 
a good working knowledge of the 
mechanics of the leg and foot combined. 
I hope the illustrations of the arm 
movements have been interesting and 
next week we will show you how the 
leg and foot operate in much the same 
way. 


Sell Price Plus in Men’s 
Shoes for Fall 
[CONTINUED FROM PAGE 37] 


time and study to the methods by which 
successful chain stores create an at- 
mosphere of style about their shoes and 
thus appeal to the customer who isn’t 
inclined to buy low price merchandise 
simply because it’s cheap. 

If you’re in the price game feature 
price by all means in your advertising 
and windows. But don’t fail to bear 
down also on the fact that your shoes 
are smart, styleful, correct in fit and 
built to return honest service for every 
dollar represented in their price. Men 
who have been prosperous in the past 
and are obliged to economize now have 
learned to appreciate fashion and good 
fit and to expect a certain definite ser- 
vice value in their shoes. They will 
not be content with less. 


New Basement Shoe Section 


Des Moines, Iowa (UTPS)—Brown 
Shoe Fit Co. at Red Oak, Iowa, has 
opened a modern new basement section 
with R. Dilley as manager. 
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S“DA VIDO'S 








Irwin W. David 


announces 


that he is now ready to show to large volume buyers for distribution 
in 1931, a new and unique line of quality imported Sandals in many 


unusual effects which promises for volume users a merchandising 


opportunity, 
ask to see the 





Special Proposition 


TE MARK 


The only braided shoe ever presented in America that has a distinctive 
feature. Different from anything you have ever seen. 


THE R. STERN CO. 


IRWIN W. DAVID 


General Manager 


303 Fourth Ave. New York 


SANDALS 
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WHERE TO BUY 
Ballet Slippers 


lh hi ie 





Soft Toe 
Turn 
Ballets 

Black Kid 
Misses & 

Children’s 
$1.40 


Expertly Designed 

Women’s 
$1.50 

~ ee 


H. F. MALOTT SHOE Kg? ata 
1915 Girard 8t., 


te Me. 100—Regular 
Ne. 500— 





WHERE TO BUY 
Dancing Shoes and Tabs 


ROBERTSON 


TURN 
SLIPPERS 


COMFORTS 

BOUDOIRS 

TAPS 

made right— 

priced right 

Retail $1.95 to $3.00 Write for samples. 


ROBERTSON SHOE CO. 
MINNEAPOLIS MINN. 





TAP SHOES 
No. 9780 $1.95 


Black Kid 
Ne, 9785 
Patent 


Leather 
$2.35 





TAPS 
20c. Per Pr. 


BROOKS SHOE MFG. CO. 


Swanson and Ritner, Phila, Pa. 


eelN ST OC Keeee 


Lh 4 aehncsne. SHOES OF 
Pat Mg A tg ey 
aten ~ c to 
2% to 8, Leather Heels aie 


Prepare for Big Tap 
Dancing Business 
This Fall and be sure 
that you order Turns 
for they 

must 

flexible. 
































It’s Stylish to Be Slim 


[CONTINUED FROM PAGC 39] 


over the greater the depreciation. Cer- 
tainly the mark downs on an eight- 
month stock would be double those on 
a four-month-old stock. 

“You see on the chart I’ve estimated 
8 per cent mark downs for the slow 
moving stock, and 4 per cent on the 
four-month-old stock. That’s some- 
where near right. 

“On that basis the 9000 pairs would 
bring, in Case A, only $82,800 instead 
of $90,000, for the mark downs would 
be $7,200. But they would produce 
$86,400 in Case B, which has only 4 
per cent mark downs. See? In the 
long run what we get for shoes de- 
pends on how old they are when we sell 
them. 

“Therefore that increased mark-up 
of $3,600 would be one result of the 
faster turnover. That’s cash in the 
drawer too. Now let’s see what effect 
turnover has on expenses.’ 

“Can’t see any connection there,” 
said Jerry. 

“Then you’d better look at this other 
chart carefully. Column A is figured 
on $82,800 sales with a 6000 pair stock, 
which makes that 1% time turnover. 
Column B is on $86,400 sales, a 3000 
pair stock, and a 3 time turnover. 

“Of course, I’m figuring the same 

sales in pairs, 9000 in both cases. So 
the cost of the shoes sold would be the 
same, $6 times 9000, or $54,000. But 
look at the gross profit. It’s quite dif- 
ferent, isn’t it? 
_ “A comparison of the individual 
items of expense is an eye-opener, too. 
The first item is rent. I’ve presumed 
it to be the same in both cases, but 
that’s not strictly correct. It certainly 
doesn’t take as large a room to hold 
3000 pairs as 6000. However, we’ll let 
that pass. But you see the rent costs 
a smaller percentage because of the 
increased sales with the 3 time turn- 
over. 

“On selling salaries I’m conservative 
in cutting them $4. That’s only $8 a 
week and if you realized how much 
easier it is to sell shoes that average 
four months in age than those eight 
months old, you would say the differ- 
ence should be more than that. 

“As I explained before there are 
more mark downs on the slow turn- 
over stock. At first thought it might 
seem that a salesman can sell more 
$10 shoes reduced to $6.95 than he can 
at full price. This is not true, for 
those mark downs were taken only be- 
cause the shoes were hard to sell. There 
are fewer walkouts when shoes are 
fresh and at regular price. 

“There’s also less stock work on a 
3000 pair stock than on 6000 pairs. 
All of which goes to prove the selling 
expense is less per pair when the stock 
turns faster. 

“On the other hand, I’m inclined to 
believe that maintaining a fast turn- 
over requires more expense in the 
office. More accurate stock records are 
necessary, sizes must be taken more 
often, orders are smaller and more fre- 
quent, making a larger number of in- 
voices to handle. All those things cost 
something, so I’m allowing $400 extra 
to cover it. 

“Newer shoes being easier to sell, 
you won’t dispute that $200 can readily 
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be cut off the advertising, would you, 
Jerry?” 

Jerry Wilkins mopped his brow. 
“You're shooting figures at me so fast 
my brain’s all in a mess,” he said. 

“But it’s all so plain,” Charley in- 
sisted, “especially the next items, in- 
surance, taxes, and interest. Those 
expenses, of course, are just half on a 
3000 pair stock of what they are on 
the 6000 pair stock. The insurance, 
etc., on fixtures remains the same. The 
saving on these three items is $1,640, 
nothing to be sneezed at. 

“Off hand I can’t see any change in 
the minor items of supplies and deliv- 
eries. I do believe, however, that the 
miscellaneous item might show an in- 
crease of possibly $400. Keeping 
things right up to snuff for the fast 
turnover would require more trips to 
market and longer ones, more taxis, 
more telegrams, more details of all 
kinds. 

“In short, good merchandising takes 
more mental and physical effort than 
bad merchandising. But look how that 
effort pays! 

“When you double the turnover you 
triple the profit. There’s a motto to 
hang on the door knob. 

“That’s not all, either! Reducing 
this stock from 6000 pairs to 3000 pairs 
would release $18,000 ca ital for the 
boss to jingle in his or or build 
a new home with—absolutely free, 
looking at it one way. 

“Nor is that all! The shoe business 
is a big risk at best. The man with 
the small stock sleeps better nights, 
for he’s in so much better shape if a 
slump comes, or a general price de- 





cline, or a radical change of style. 
Pockets bulging with cash beat shelves 
bulging with shoes. 

“Finally, think of the reputation that 
comes to the merchant whose stock is 
always fresh, clean and crisp. Gossip 
may be a sin, but it’s the best adver- 
tising medium known. Of all the kind 
things the gossipers might say about 
this store, the one that will actually 
bring us the most business is this: 
‘Bowman’s shoes are always new; 
nothing old and crummy there.’ 

“Turnover, Jerry, is what keeps a 
stock slim and stylish—call it dieting 
if you like.” 








Named Buyer for Polsky Store 


AKRON, OHIO—R. W. Schauweker, 
long connected with the shoe business 
in Akron, has been appointed shoe 
buyer for the new shoe departments of 
the A. Polsky department store, Akron, 
recently opened. 

Three distinct units make up the 
shoe department—the main shoe shop, 
the slipper shop for evening shoes and 
a separate department catering to chil- 
dren. 

Set aside from the main floor by dis- 
play cases which create an attractive 
shop effect, this department has walls 
paneled in Australian walnut with 
floors carpeted in soft taupe-tone car- 
pets. 

An arched entrance leads to a mod- 
ernly furnished slipper salon with 
great beveled mirrors on the walls that 





give the customer a full-figure view. 
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| oe male shoe customer 
is a prospective customer 


for a brush and dauber .. . 


Repco Brushes and Daubers 





are convenient, durable, 
and easy to handle. Mate- 
rials, workmanship, and 
finish are of the finest. 
Feature Repco Brushes 
and Daubers and in- 





crease your profits. 


For Sale by 
Shoe Findings Dealers 








BOSTON, 


United Shoe Machinery Corporation 


MASSACHUSETTS 
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WHERE TO BUY 
Spats 





DUNHILL SPATS 
TOPS THEM ALL 
IN STOCK NOW 
In All’ Selling Colors 
10 dozen lots $7.50 


STAR rooresas 
50-54 Ne. 4th St., Philadelphia 














IDEAL 


Reg. Trade Mark 


Manolis Products Will 
Give You More Profits. 


Spais $9.00 to $21.00 
Dez. Prs. Include Box- 
cloth. 


Rhinestones $2.50 to 
pes. Include Colonial 
uckles. 


MANOLIS MFG. CO. 
4248 No. Crawford Ave. 
Chicago, til. 


NN ———————————_——_—_—— 
oS Ww 
Standard 
s P A = 5 

The world’s finest spat 


greatest 
vertising campaigns 
ever run 


b tae 
su; y y 
gerard Mn om 
a handsome box. 
Priced to retail 
$1.50 to $5.00 
Write for 
samples. , 


Watch “Standard” Spats in 1930 
S. Rauh & Co., 650 Sixth Ave., New York 
——————————— 


er | 
PERFECTION 


CONSISTENTLY 
THE BEST 


Perfection Spats 

have been manu- 

factured for the 

past 409 years in 

all the prevailing 

colors: Pearl Gray, 

Fawn, Taupe, and 

Light Fawn. (Prices and samples on re- 
quest.) 

Perfection Overgaiter Co., Ine. 
@ 107 College Street, Burlington, Vt. e 
TT LE ET LETTE, 





To Retail at 
$1.45, $1.95, 


Sample orders .of two dozen assorted from our stock 
will be shipped on ten days’ approval for comparison 
with any higher priced spat on the market. 


When ordering samples mention price range. 


GOLD SEAL, 722 B’way, N. Y. C. 








New York Shoe 
Stores Observe 
Gradual Gain 


NEW YorK—The anticipated improve- 
ment in the retail shoe business is slow 
in making itself felt. Stores generally 
report volume for September slightly 
below a year ago, although the differ- 
ence is so small that a few days of good 
business could very easily change the 
picture, 

Retailers are optimistic that a very 
noticeable turn for the better is not far 
away, and are all ready for it when it 
comes, with full lines of new merchan- 
dise and renewed advertising pressure. 
Black suede continues to be pushed, and 
is meeting with a ready acceptance by 
the public. This leather in plain and 
trimmed opera pumps and slippers is a 
fall leader, and stores almost without 
exception have the same story to tell. 

A good deal of alligator and croco- 
dile footwear is seen, and it is felt that 
the demand for this leather will in- 
crease considerably in the course of 
the next few weeks. This particular 
reptile leather seems to be stronger 
than it has been for some time past, as 
it has previously been passed up by 
merchants in favor of snakes and liz- 
ards. The more exclusive shops are 
selling this now, both in black and 
brown, and are sponsoring it in ox- 
fords and straps in walking models. 

An increased employment trend is 
reported in the shoe industry, and in 
some localities the shoe factories are 
working on overtime schedules, accord- 
ing to the monthly report of the United 
States Employment Service. Brooklyn 
plants are generally running on sched- 
ules somewhat below a year ago, but 
here, too, the feeling of impending im- 
provement is noted. 


New Shumaker Store Opens 


CHARLESTON, W. Va. — Shumaker’s 
Shoe Store has been opened at 230 
Capitol Street, this city. The building 
has been completely remodeled both in- 
side and out, and the quarters are ex- 
ceptionally well suited to the shoe busi- 
ness, according to Ray Lipton, the man- 
ager. New show windows, of the type 
considered the best for display, were 
placed in the building. Several bal- 
conies have been constructed. 

Mr. Lipton, formerly of Columbus, 
Ohio, has had years of experience in 
the shoe business. The fifteen clerks 
in the establishment all have been 
trained in fitting the feet. Men’s, wo- 
men’s and children’s shoes will be sold 
in addition to all other footwear. 


Bata Gets German Site 


NEw YorkK—Thomas Bata, well- 
known exponent of mass production in 
the European shoe manufacturing 
field, with factories in Czechoslovakia 
and Switzerland and retail outlets all 
over the world, has recently purchased 
a large factory site in the eastern part 
of Germany. 

Mr. Bata has been contemplating this 
move for some time, it is stated, but 
has met with considerable opposition 
from German industrial circles. 
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Changes in Louisville 


LOUISVILLE (UTPS) — The approach 
of Autumn shows a decided improve- 
ment in the retail shoe business. Black 
and brown in both suede and mat kid 
vie with each other for first place in 
the Fall mode. - Particularly smart are 
pumps of plain color with trimming of 
reptile. Lizard and other reptiles are 
also very good style. 

A number of changes are seen among 
Louisville stores. The Stewart Dry 
Goods Company has moved its shoe de- 
partment from the second to the fourth 
floor and greatly enlarged the space, 
having now about 500 square feet. Ac- 
cording to Mr. V. V. Price, manager of 
the department, they have had a better 
business this season than last year in 
spite of the fact that Stewart’s shoe 
department has been closed all day 
Saturday for the four Saturdays in 
August. 

C. L. Gross, manager of the Bon 
Ton, and C. E. Keely, of Husch Broth- 
ers, both report a good Fall business. 

A store to sell Traveler Shoes, under 
the management of A. C. Darch, opened 
Saturday at 405 Fourth Avenue, in the 
shop formerly occupied by the Emerson 
Shoe Company. 


Moves to Miami 


MiaMI, FLA. (UTPS)—Ray A. Tro- 
villian, member of the Florida firm of 
Walk-Over Boot Shops operating in 
Miami and Orlando, has moved to Mi- 
ami from Orlando, and will make Mi- 
ami his headquarters from now on. 
For some years past it has been cus- 
tomary for the Walk-Over Boot Shops 
to operate a store on Miami Beach dur- 
ing the winter season. Mr. Trovillian 
states that this will not be done during 
the coming season, but all the energies 
of the firm concentrated on the business 
at the shop at 277 E. Flagler Street. 


Song of the Shoes 
[CONTINUED FROM PAGE 45] 


The “Rose,” “Uno,” made quite a hit, 

And “Germania” had a “Triplefit,” 

“LaFrance” and “LaRoma” rushed to 
her aid, 

Of the “Future” they were not afraid; 

“Dog-on-Good” said the “Emerald” 
tinted leaves, 

The “Atlantic” murmured softly “All- 
Ways-Best” are these. 


“All America” sang with “Edna May,” 

Who has given the “Crown Prince” the 
“Walk-Over” that day, 

“Wearinit” boys and we'll sip together, 

Our “Rio Seal” and “Creme de leather.” 

Here’s to good judgment for little Miss 
Todd 


‘0 
Success to all girls, ’though even “Steel 


od, 
Three cheers for the shoe men, they’re 
true blue, 
“Warm Wool Within,” and “Honest All 
Through.” 


And as she came from out the wood, 

She clearly, fully understood; 

So many brands, so many kinds, 

The answer must come from one’s own 
mind; 

Thus : pci concerning how to be 
sho 

Has never since troubled fair little 





Miss Todd. 
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IN-STOCK 


BOND:SHOES, always recognized as “Those 
Better Shoes that are Quick Turn-Overs,” 
are now being produced by BOND to retail 
at $5.00 and $6.00. 





The same high standard of shoemaking, the 
same quality leathers, the same general 
characteristics are all part of the new 


BOND line. 





Of course, we have not overlooked the 





merchant who must meet the demand for 
desirable shoes to retail at $4.00. For tltese 


merchants we also have in stock at all times 














a strong line that is similarly constructed on 


the BOND standard of quality and style. 








. Write or wire to have our repre- 
LOTTY 


Fancy Pump s s + , ° 
Sittin Mein Wl hate ae sentative in your territory show Four Eyelet Blucher Tie 
2188—Dull Black Kid, Trim Ring 


and gun, metal silk kid, 20/8 ° 
you our complete line. Lizard (black and white). $050 


hee $3.75 
6215—Coffee Brown Suede, trim kid eel, 
and Java brown ring toa. 2180—Same with 16/8 Jr. 


20/8 heel. 
820i—Paddock Green Suede, 
Shamrock green kid and Per- 
lustre kid. 20/8 heel $3.75 
425i—Java Brown Kid, trim Brown 
sams st = brown ring 
a 7 Kid, oo Black 
id Gun Metal Silk Kid. RY 


BOND SHOE CO 


132 DUANE ST. NEW YORK 


.50 
6111—Cocoa Brown Suede, Trim ore 
a Ring Lizard, 
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WHERE TO BUY 
Spats 
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VW. I OD VAY NN 


BOND STREET 


tmmediste 
THE WILLIAMS Mra. — 
Pertemouth, Ohie, U. &. A. 
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GREATEST ara LINE 
OF THE INDUSTRY 


Ta 


WHERE TO BUY 
Children’s Slippers 





Send for 
Catalog 


A Smart New Calf aa Uleard 
Strap Acrobat te Stem 


by 12Y%e—2 
SHAFT-PIERCE SHOE CO., FARIBAULT, MINN. 











CHI LDRENS 
FOOTWEAR 
~ IN STOCK 
~ = Builds repeat business 
Moccasins Free Style Booklet on Request 
[GH BASS& CO, 1 Main St, WILTON, MAINE } 











Approved by Medical Men 


As a fully ventilated 
shoe the Burkley Ven- 
tilated Foot Developer 
is unexcelled. Well 
known surgeons recom- 
mend its use. 


Burkley Shoe Co. 
1156 No. Main St, 
Brockton, Mass. 














On the Selling End 


News of Shoe Travelers and Sales Activities 


ERNARD J. 

ROSMAN, 
popularly known 
to the trade as 
“Bernie,” is back 
on his _ territory 
for the Weyenberg 
Shoe Mfg. Co., 
after the usual 
summer’ vacation 
period. In the 
section he travels, 
embracing Chicago 
and the northern 
portion of In- 
diana, Mr Rosman 
looks forward to a favorable fall busi- 
ness following a handsome gain in this 
section for the first six months of the 
current year, placing him in second 
place in the standing of Weyenberg 
salesmen. 


Bernard J. Rosman 


;= O. COBLER, formerly with 
A. J. Sweet & Company, now rep- 
resents the Chapline-Mayer Shoe Com- 
pany with the Martha Washington 
Turn and Welt lines in northern Texas, 
southern Arkansas and _ northern 
Louisiana. 

Mr. Cobler is well known in Texas, 
and in tieing up with the Martha 
Washington line, he plans to make fre- 
quent calls upon all his good customers 
and friends in this territory. He is 
now on the road. 

Mr. Cobler is vice-president of the 
Southwestern Shoe Travelers’ Associa- 
tion. He was with Ault-Williamson 
Company prior to going with the Sweet 
organization. 


JEFFERSON BENDER, president of 
the Jefferson Import Co., importers 
of fancy leathers, shoes and shoe spe- 
cialties, is calling on the Pacific Coast 
trade and will return about the first 
of October. Ed Hill is calling on the 
trade in Florida and the South, and 
Lou Praeger is making a trip through 
the Middle West. 


HE members of the sales staff of 

the Bond Shoe Mfg. Co. of New 
York are in their respective territories 
and some excellent orders are being 
sent in, according to Leo Heyman, sales 
manager of the company. 

The Bond Shoe company has recently 
announced a new merchandising plan 
in accordance with present-day trends. 
All Bond shoes are now being carried 
in stock to meet the present desire of 
retail merchants to operate with mini- 
mum stocks and show a maximum turn- 
over. 


Sidwell, DeWindt Shoe Co. 
in New Quarters 


CHICAGO. — Sidwell, DeWindt Shoe 
Co., distributors of Crafts shoes for 
men and boys in the Chicago district 
and one of the longest established 
wholesale houses in this market, have 
recently moved from 45 S. Wells Street 
to a new and enlarged store at 311-315 
W. Monroe Street. 


76 


IRTUALLY all of the Rochester 

road men were out of the city early 
in September, bent on bringing home 
new orders in the hope for increased 
fall activity. Rochester factories have 
been curtailing their buying of mate- 
rials and equipment, however. Buyers 
from outside last week reported indica- 
tions of a pickup, especially in the 
South. Factories have been taking few 
orders far in advance. 
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WHERE TO BUY 


Riding Boots 
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RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 


Boots. 
Write for catalog. 


CONN 
a SHOE cote 


WHERE TO BUY 


Shoe Fitting Devices 
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BETTER SHOE FITTING 
SERVICE 
Saves Sales 


Makes Goad Fitting Easy 
REP TRIAL 
~ 8. Salina. Street, Syracuse, N. Y. 








THE BRANNOCK DEVICE 
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WHERE TO BUY 
Work Shoes 


SAI 4 A A ee 


a SALES OFFICE 
62 Lincoln Street, Boston, Mass. 


Goodwill Shoes 


“For Hard Service and LongWear™ 
+ t py . O 





a Work and Service Shoes Jn Stock gE 
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Business Changes 


COLORADO — Denver —F. G. Weisenborn 
(“Family Shoe Store’) (2931 W. 25th Ave.) ; 
boots and shoes; sold out to Ernest ‘Tinateve 
Sparn. 

FLORIDA—Lake Wales—Pickett’s, Inc. ; enone 
shoes, etc.; incorporated. 

ILLINOIS — Chicago — Billy’s hoe Stores 
(Jacob & Hubbard) ; boots and shoes; liquidated. 

Nicrman-Kallis Bootery (3600 Irving Park 
Blvd.) ; boots and shoes; partnership dissolved ; 
succeeded by Leo Kallis. 

MASSACHUSETTS — Boston — Finkovitch- 
Levine Shoe Co.; wholesale boots and shoes; 
reported liquidating. 

Finkovitch Shoe Co.; wholesale boots and 
shoes; recently commenced business. 

Strand Shoe Shop; boots and shoes; business 
certificate filed by J. A. Grossman. 

MISSOURI—St. Louis—Zorensky Bros., Inc. 
(2600 Franklin Ave.) (2680 Franklin Ave.) ; 
boots, shoes, etc.; incorporated. 

NEW HAMPSHIRE—Dover—Mitchell Shoe 
Co.; manufacturers; recently commenced busi- 
ness. 


NEW JERSEY—Carteret—Benjamin Slomo- 
witz; boots, shoes, etc.; sold out to George J. 
Saylor. 

Englewood—La Salle Bootery, Inc. ; 
shoes. ; inc. authorized capital $5,000. 

Newark—James A. Banister Co., Inc. (370 
Orange St.); boot and shoe manufacturers; 
ine. authorized capital $125,000. 

NEW YORK—Brooklyn—Kenmore Shoe Co., 
Inc.; boots and shoes; inc. authorized capital 
$20,000. 

Buffalo—Norwalk Boot Shoppe, Inc. ; boots and 
shoes; incorporated 

New York City—L. M. Gerson Shoe Co. ; boots 
and shoes; inc. authorized capital $50,000. 

Hollywood Bootery, Ine.; boots and shoes; in- 
corporated. 

Kramus Shoe Corp.; boots and shoes; incor- 
pora’ 

The Waukease Shoe, Inc.; boots and shoes; 
inc. authorized capital $10,000. 

Zeith Shoe Co., Inc.; manufacturers ; succeeded 
by Gintell-Zeith Shoe Co. 

PENNSYLVANIA—Cleona—Durable Shoe Co., 
Inc. ; manufacturers ; removed to Palmyra, Pa. 


boots and 


Failures, Embarrassments, Etc. 


ALABAMA—Mobile—Simon Shoe Co.; boots 
and shoes; reported petition in bankruptcy. 

ARKANSAS—Forest City—L. M. Royal Co.; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

CONNECTICUT—New Britain—Blazej Bajek ; 
boots, shoes, etc.; reported offering to com- 
promise at 26 per "cent. 

FLORIDA — Orlando — Cinderella Shop, Inc. ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Ben Sigal; boots, shoes, etc. ; reported petition 
in bankruptcy. 

ILLINOIS—Chicago—Jack Elovitz (6352 W. 
Addison St.) ; boots, shoes, etc.; Addison Family 
Shoe Store reported assigned. 

Rubenstein Bros. (4911-4915 S. Ashland Ave.) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Royalton—Ed. A. Harris; boots, shoes, etc. ; 
reported petition in bankruptcy. 

INDIANA—Indian Harbor—Frank Glowacki 
(3822 Main St.) ; boots, shoes; reported offering 
to compromise at 60 per cent. 

KENTUCKY—Corbin—Michae! Sherman (“The 
New York Store’’); boots, shoes, etc.; reported 
petition in bankruptcy. 

Harlan—Foley-Cox, Inc.; boots, 
reported petition in bag 

Louisville—J. H. alser &*Sons (Henry F. 
Walser) (1276 S. ‘Shelby St.) ; boots and shoes; 
reported petition in bankruptcy. 

MASSACHUSETTS—East Bridgewater—Field 
Bros. Shoe Co., Inc.; manufacturers; reported 
called meeting of creditors for Sept. 19, at 166 
Essex St., 

tele Rascal City Shoe Co., Inc.; manu- 
facturers; reported receiver appointed. 

Salem—Donn D. Sargent Co., Inc.; manufac- 
turers; reported receiver appointed 


shoes, etc. ; 


MICHIGAN — Detroit — Philip Perlmutter 
(Highland Park); boots and shoes; reported 
petition in bankruptcy; reported receiver ap- 
poin 

Muskegon—Neumeister & Schultz (Albert J. 
Schultz) ; boots and shoes; reported petition in 
bankruptcy. 

NEW YORK—Beacon—Wolf Becker; boots, 
shoes, etc.; reported petition in bankruptcy. 

Brooklyn—Max Levine (184 Wyckoff Ave.) ; 
boots and shoes; reported assigned. 

New York City—Geier & Landsman (142 W. 
34th St.) ; boots and shoes; reported offering to 
compromise. 

Charles Lachman (2 Bowery); boots, shoes, 
etc.; reported petition in bankruptcy. 

Jack Stern; boots and shoes; reported called 
meeting of creditors. 

OHIO—Cincinnati—David Frisch; boots and 
shoes; reported petition in bankruptcy. 

Cleveland—Hyman Glickman (1854 East Ninth 
St.); boots, shoes, etc.; reported petition in 
bankruptcy. 

Columbus—David Schneider (220 N. High St.) ; 
boots, shoes, etc.; reported receiver appointed. 

OREGON—Eugene—L. Newman (“Newman’s 
Shoes & Gents Furnishings”) ; boots, shoes, etc. ; 
reported petition in bankruptcy. 

PENNSYLVANIA—Philadelphia—David Hasin 
(818 N. Second St.) ; boots and shoes; reported 
petition in bankruptcy. 

Abraham Nashena (144 Point Breeze Ave.) ; 
boots and shoes; reported petition in bankruptcy ; 
reported receiver appointed. 

TEXAS—Houst Reub Smolensky; boots, 
shoes, etc.; reported petition in bankruptcy. 

WASHINGTON — Cashmere — Tom Carrol; 
boots, shoes, etc.; reported assigned. 





New Shoe Dealers 


New York, N. Y.—Petite Bootery, Inc., Queens. 

New York, N. Y.—The Waukease Shoe, Inc. 

New York, N. Y.—Prinmus Trading Corp., 
Queens. 

New York, N. Y.—Kramus Shoe Corp. 

Yonkers, N. Y.—A. S. Beck Shoe Co., 14 N 
Broadway. 


Jacksonville, Tex.—Abe Dry Goods Co. 


Scranton, Pa.—Lackawanna Leather Co., 225 
Lackawanna Ave. 
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Opelousa, La.—Maurice Heymann, Main St. 

Rochester, Ind.—Alpha J. Ball, North Michi- 
gan St. 

Passaic, N. J.—Leon’s, 73 Market St. 

New York, N. Y.—Gintell-Zeist Shoe Co., Inc. 

Englewood, N. J.—LaSalle Bootery, Inc., Pali- 
sade Ave. 

Mt. Vernon, Ore.—Minor-Brady, Inc. 

New York, N. Y.—Shu-Clean Shoe Recolor 
Service, 30 Irving Place. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 
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Asheboro, N. C.—Hudson-Belk Co. 
Indianapolis, Ind.—Sears, Roebuck & Co., 
648-50 Maple Road. 


Fargo, N. D.—J. J. Newberry Co., 
Broadway. 

Torrance, Cal.—J. J. Newberry Co. 

Meadawaska, Me.—J. J. Newberry Co. 

Jasper, Ind.—J. J. Newberry Co., North Side 
Square. 

Winner, S. 

Butte, Mont.—J. C. 
St. 


110-12 


D.—J. C. Penney Co. 
Penney Co., 215 E. Park 


Union City, N. J.—G. Derzge, 904 Bergenline 
ve. 


Hornbeck, Tenn.—Phillip Haddad, Hayes Bldg. 
Greenville, Tenn.—A. C. Scott. 

Memphis, Tenn.—Rubin’s, Main and Wash- 
ington, 
Englewood, N. 
ve. 


Junction City, 
and Washington. 


Watertown, N. Y.—Harold L. Bisnett & Co., 
ne. 


J.—Dobow’s, 41 W. Palisades 


Kan.—Server Store Co., 8th 


New York, N. Y.—H. Winocur, Inc., Kings. 

New York, N. Y.—Kenmore Shoe Co., Inc., 
Kings. 

Cincinnati, Ohio—Bells Matrix Shops, Inc. 

Geneva, Ala.—Watson Mercantile Co. 

Eldorado, Tex.—Harry Leaman. 

Alva, Okla.—Service Stores, Inc. 

Bellaire,: N. Y.—Green’s Department Store, 
207-02 Hollis Ave. 

East Palestine, Ohio—C. H. Silver. 

Madison, S. D.—Stockholm Clothing Co. 

Baldwin Park, Cal.—Seidmon & Sherman, 136 
W. E. Monte Blvd. 

Burgin, Ky.—Robert Prewitt, Kennedy Bridge 
and Danville Pike. 

Philadelphia, Pa.—H. Frankel, 909 N. Marshall 
St. 


Newman Grove, Neb.—J. A. Rosenberg. 

Pittsfield, Mass.—Army & Navy Department 
Store Co., 215 North St. 

Mokelumne Hill, Cal.—Florence Sauve. 

Walnut Grove, Cal.—Edward Lee. 

Hidas, Nev.—Victor Jacobson. 

Blue Creek, Wash.—A. B. Casey. 

Keats, Kan.—C. M. Shepherd. 

Hadar, Neb.—John Grothe. 

Indianola, Neb.—Howard Caine. 

Stuart, Neb.—F. L. Hunter. 

Emerson, Neb.—George Gamet. 

Omaha, Neb.—Kramer’s, 6205 Maple St. 

Vale, Ore.—C. C. Anderson Co. 

Spokane, Wash.—C. K. Couchman, Division St. 

Winlock, Wash.—N. Milkis. 

Eugene, Ore.— Stern & Weston, 
lamette St. 

Harper, Ore.—G. Y. Chester. 

Rowland, Ore.—J. S. Clark. 

Westfall, Ore.—G. Y. Chester. 

Algona, Wash.—Tom & Arthur Allstead. 

Juntura, Ore.—Juntura Mercantile Co. 
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Carl Douglas Chairman of 
Seattle Retailers 


SEATTLE, WasH. (UTPS)—The 
Seattle Retail Shoe Dealers’ Association 
held its first fall meeting when members 
met for luncheon at Hotel Gowman, 
September 9. Carl Douglas of Baxter 
& Baxter, was elected chairman to take 
the place of Steve Wochos, recently re- 
moved to Portland, and Charles Dem- 
ing, Turrell’s, was made vice-chairman. 
Members discussed and decided upon 
participation in the fashion pageant 
scheduled for September 22 to 26. 

























Boot and Shoe 
Recorder 


Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anp 
Suoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 





A Buying Guide to 





BOOTS AND SHOES 










Air Mail Shoe Co., Cincinnati, Ohio...... 16-17 
Alden, C. H., Co., Abington, Mass........ 19 
Bass, G. H.; & Co., Wilton, Me............ 716 
Biarritz Sandals, New York City.......... 64 
Blog Shoe Co., Inc., New York City........ 70 
Bond Shoe Co., New York City............ 75 
Brooks Shoe Mfg. Co., Phila., Pa...... 68, 72 
Brown Shoe Co., St. Louis, Mo......... 12-13 
Burkley Shoe Co., Brockton, Mass......... 76 
Cambridge Rubber Co., Cambridge, Mass. 
Frent Cover 
Capezio, New York City...............008- 70 


Chapline-Mayer Shoe Co., Milwaukee, Wis.. 25 
Chase, W. S., & Sons, Haverhill, Mass.... 66 
Chicago Theatrical Shoe Co., Chicago, IIl.. 7 


Churchill & Alden Co., Brockton, Mass. 
4th Cover 


Cpe. Edwin, & Sons, Inc., E. Wepmenth, | 


Colt-Cromwell Co., New York City......... ro 

Connell, J. M., Shoe Co., So. Braintree, 
ME. ccene Me sv eb wcetestebeenss cane eres es 76 

Converse Rubber Co., Malden, Mass....... 4 


Dunn & McCarthy Co., Inc., Auburn, N. Y. 65 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 64 
Emerson Shoe Mfg. Co., Rockland, Mass... 62 
Evans, L. B., Son Co., Wakefield, Mass... 66 


Ford, C. P., & Co., Rochester, N. Y........ 50 


Gibbens, C. &., Co., Phila., Pa....ccccccece 77 
Goodrich, B. F., Rubber Co., Akron, Ohio.26-27 
Goodwill Shoes, Holliston, Mass..........- 76 
Greeley, A. W., Co., Haverhill, Mass...... 77 
Grossman, Julius, Inc., Brooklyn, N. Y... 5 
Grover, J. J., Shoe Co., Stoneham, Mass... 63 


Horwitz, Vincent, New York City.......... 66 





— & James Shoe Mfg. Co., Milwaukee, 
78-7: 
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SELL PRICE PLUS IN MEN’S SHOES.. 


IT’S STYLISH TO BE SLIM.......... 


THE VOICE OF THE RECORDER....... 





REPTILES AND THINGS 





TODAY’s PARTNERSHIP IN SHOES.... 





SHOE AD-VIsoR 





How Feer anp Lecs FUNCTION.... By Hugh Thompson ........... 48 
SHOE STORE SERVICE SECTION....... Display, Equipment, Supplies... 55 
UNIT PLAN MAKES Goop DISPLAY... Featuring Shoes in Groups....:. 57 
BS Tn erie What’s Doing Everywhere...... 59 
BUSINESS BAROMETER ............. Changes, E'mbarrassments, New 
NES «esc ane nec 83 


By Arthur D. Anderson, Editor. 33 


Modern Merchandising Demands 


Freshness in Displays........ 34 


Style and Value Important in 


By Murray C. French ....... 
Opinions by the Editor......... 40 
Ninth of a Series on All Leathers 42 
“Mine and Thine” Becomes “Ours” 44 


Ideas Worth Trying 


Popular Price Grades . 


.+. 38 








Ideal Baby Shoe Co., Danvers, Mass........ 52 


Johnson, Gicohens & Shinkle Shoe Co., St. 
Ws UN Pehacaestbedeedes scent 2nd Cover 
Kendall Shoe Company, Haverhill, Mass.... 68 
Killoran, W. M., Lynnfield, Mass.......... 70 
Lawson-Miller Co., Ypsilanti, Mich........ 68 
Malott, H. F., Shoe Co., Chicago, IIl....... 72 
Manfield & Sons, Phila., Pa............... 50 
Merchants Shoe Co., Boston, Mass........ 77 
Mishawaka Rubber & Woolen Mfg. Co., 
© I, BIL a.5b-5.5. tt 6 ce tans sc coecnces 
Musebeck Shoe Co., Danville, Ill........... 61 
Nettleton, A. E., Syracuse, N. Y.......... 62 
Norridgewock Shoe Co., Ine., Norridge- 
MN I ho Gira sda Giana SW Cewidce: Och were 645655 2 


Nunn, Busa & Weldon Shoe Co., Milwaukee, 
MU eins oda Fede 55S CEEAES as T eer eses 


Old Colony Shoe Co., Brockton, Mass...... 64 
Packard, M. A., Brockton, Mass........ 10, 62 
Paristyle Footwear Mfg. Co., Inc., New 

» | Bk SRR Ae AA er eer 6 
Peters, Branch of I. S. Co., St. Louis, Mo.. 49 
Reynolds, Bion F., Brockton, Mass........ 62 
Richards & Brennan Co., Randolph, Mass. 62 
Robertson Shoe Co., Minn., Minn.......... 72 
Schwartz & Herder, Inc., Phila., Pa...... 70 
Shaft-Pierce Shoe Co., Faribault, Minn... 76 
Smith, Wm. Sumner, Chicago, Ill.......... 70 
Stacy Adams Co., Brockton, Mass......... 62 
Stern, R., & Co., New York City........ 68, 71 
Swan Shoe Co., Baltimore, Md............. 66 
United States Shoe Co., Cincinnati, Ohio. .16-17 
Vitality Shoe Co., St. Louis, Mo........... 1 
Wright, E. T., & Co., Rockland, Mass..... 21 






LEATHER AND OTHER MATERIALS 


/merican Hide and Leather Co., Boston, 


Castle Kid Co., Camden, N. J..........--- 


Dewey & Almy Chemical Co., Cambridge, 
Mass. 32 


Essex Rubber Co., Trenton, N. J.........- 8-9 
Evans, John R., & Co., Camden, N. J... .22-23 
Foerderer, Robert H., Inc., Phila., Pa...... 20 


Goodyear Tire & Rubber Co., Akron, Ohio .30-31 
Graton & Knight, Worcester, Muss. .3rd Cover 


New Castle Leather Co., New York City... 51 


Respro, Inc., Providence, R. I..........+-> 69 










SHOE ACCESSORIES 


Gold Seal, New York City...............-- 74 


Imperial Spat Mfg. Co., Denver, Colo...... 76 


Manolis Mfg. Co., Chicago, Ill............. 74 
Miller, O. A., Treeing Mach. Co., Brockton, , 
8 


Perfection Overgaiter Co., Burlington, Vt.. 7 


Rauh, S., & Co., New York City.......... 74 
Shoe Form Co., Auburn, N. Y............- 64 
Sommers, J. L., Newark, N. J............- 81 
Star Footwear Mfg. Co., Phila., Pa....... 74 
Williams Mfg. Co., Portsmouth, Ohio..... 76 
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